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Itudy Spears Myth of Consumer Revolt 

and television advertising wins past plate as "central or 
tDOrtoflt issue" in the day-tarday life of American consumers 



Whig Sulphur Spring, \V. Va. — 
I hfy*five percent of American con- 
« iers find no need for immediate 
j 'nlion to, and change of, advert is- 
ii, and this includes radio and tele- 
v on, 

"Tte first analytical phase of the 
nv A AAA study on consumer judg- 
mt of advertising is likely the most 
MSifttant information to come out 
0 ihfi 46th annual meeting of the 
a'XMlion, 

Tic broadcast advertising industry 
w have more of what it has known 
c> firmed by this study than what it 
feus that is new, but that confirma- 
Ut will be valuable since it. for the 
fit time, punctures a vacuum which 
p ierved the myth that the consumer 
iseady to revolt advertising, radio 
ai television in particular. 

•he study reveals, for instance, that 
{< of a list of ten subjects described 
a- part of American life, including 
evything from Federal government 



AAA Elects Stroyse 

Whfce Sulphur Springs, W. Va. — 
zMim H. grouse, president and 
figf executive officer of J. Walter 
lompson Co., New York, has 
en elected chairman of the board 
the American Assn. of Adver- 
ing Agencies. 

Election of new officers and di- 
ktats during the AAAA's 1964 
.flSfcal meeting held at the Green- 
ier at week's end, also named 
ill tarn E. Steers, president of Clif- 
M, Steers & Shenfield, Inc., New 
%kj the vice chairman, 
Rflfeert E. Daiger, president of 
HfiSint, Dugdale Co., Inc., Balti- 
ore, was elected sccretary-treas- 

Ako elected were three directors 
^latfe, three directors representing 
Eastern .region, one represent- 
ij the East Central region, two 
nresenfing the Central region, 
M ©ne representing the Western 
Uion. 

John Chriehton continues in of- 
lc as president and director. 

Along with StTOUsc. Steers, 
I igfr and Chriehton, David C. 
Waa\ president of Kenyon & 
JJchafdt, Inc., Chicago, was 
eeled by the new board to the 
t r erMions Committe which is to 
Pet monthly when the board is 
f-, in session. 



and bringing up children to religion) 
advertising is simply not a central or 
important issue in the conversations 
of the consumer. It finishes dead last. 

It also finishes last as something 
the consumer has strongest opinions 
about. "But it jumps closer to the top 
of the list of things in life we enjoy 
complaining about but we may not 
really be too serious about in our 
complaints." It follows the Federal 
government, and is tied for second 
with clothing and fashions. 

A small minority in this study — 
1 5 percent — believes changes should 
be made in advertising. 

Eight out of ten agree at least par- 
tially that advertising is essential as 
an economic force. Almost half of 
these consumers believe that adver- 
tising docs help "raise our standard 
of living without qualification;" three- 
quarters believe that it partially helps, 
and only seven percent flatly disagree. 

Over half of the consumers just 
flatly agree that advertising results in 
better products for the public but arc 
equally divided in whole or partial 
agreement that, in general, advertis- 
ing results in lower prices. 

How docs the consumer react to 
specific, individual advertisements? 
In the measurements limited to ad- 
vertising appearing in newspapers, 
magazines, television and radio: 

Advertisements were categorized 
by 37 percent, as "offensive." The 
majority thought them to be cither 
enjoyable or informative, one out of 
four is thought to be annoying, and 
one out of twenty is singled out as 
offensive. 

In the whole question of ovcrconi- 
mcrcialization, the role of clutter was 
disclosed to: 

Have 30 percent of the people lump 
advertising and clutter together. Two- 
thirds of the people believe that clutter 
takes up five or more minutes of the 
average tv hour. 

Half of them think advertising takes 
up ten minutes or more. For one- 
third of them, clutter has a mixed or 
unfavorable effect on their attitudes 
toward televiewing. 

The study, however, will continue 
to > ield a greater amount of informa- 
tion in the future. The raw material 
will keep the computers rolling for a 
long time to come with facts addi- 
tional to these and others which have 
not been covered here. 

Donald L. Kantcr of Tatham-Laird 
Inc., Chicago, and chairman of the 
AAAA Committee on Research, told 



the convention: "We have tried to 
represent, reliably, consumer reaction 
to advertising in general and adver- 
tisements in particular. We have given 
the consumer his day in court and we 
have tried to reflect his views an 
precisely and fully as we know how 
to do so." 

William M. Wcilbachcr. of C. J. 
Larochc and Co.. Inc., New York, 
and vice chairman of the AAAA 
Committee on Research, presented 
the initial report on consumer re- 
action to advertising and concluded 
by saying: "If our industry has not 
committed all of the sins that it is 
being accused of, we still cannot over- 
look the fact that our industry has 
presented to the public at least a 
jittle advertising which is offensive, 
and some advertising which is annoy- 
ing. We cannot in addition overlook 
the fact that very many ads which do 
not offend or annoy, do not inform 
or entertain, cither. 

"As we. as an industry, talk about 
ways and means of increasing the 
productivity of our advertising, it 
seems to me that these data speak for 
themselves. There is an opportunity 
to reach into people's minds and in- 
form them. This study says that we 
still have a long way to go. Our prob- 
lems as an industry are less concerned 
with what we have done than what we 
have left to do." 



Lee scolds Commission's 
Barry-Enright am revoke 

Washington — FCC cninr. Robert 11. 
Lee is unhappy with majority deci- 
sion to take WGMA away from form- 
er tv quiz programers Jack Barry and 
Daniel Enright because of flaws in 
character. Lee believes the two have 
been punished enough for the 1959 
rigged-quiz-show scandal. He agrees 
w ith FCC hearing examiner's prefer- 
ence to let bygones be bygones, since 
operation of the Hollywood, Fla., 
station has been satisfactory, and was 
not involved with the quiz programs. 

Lee points out glaring inconsis- 
tencies in Commission's revoke policy. 
It recently denied license renewal to 
WWIZ, Lorain. O., because of "ir- 
responsible behavior" b\ owner San- 
ford Schalit? — but granted the same 
licensee a renewal of \V RAF, Farrell, 
Pa. Lee also sides with WGMA argu- 
ment that Wcstinghouse w as not pen- 
alized for "serious misconduct." FCC 
holds that misconduct was in a non- 
broadcasting field. Lee comments on 
the inference "that if misconduct takes 
place in a non-broadcast field, the 
blood is not so corrupted that a per- 
son's qualifications to engage in broad- 
casting arc rcalK impaired." 
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Magnuson, hearing FCC budget request, reveals 
worries of pay-tv, liquor ads, commercial policy 



Washington — Senate Commerce 
Committee chairman Warren Magnu- 
son is worried about growth of pay-tv, 
about liquor advertising, and is also 
keeping an eye on FCC's broadcast 
commercials policy. During a bland 
appropriations hearing on FCC's 
hoped-for 16.6-million budget for fis- 
cal 1965, Magnuson, as chairman of 
Appropriations Subcommittee, asked 
FCC chmn. E. William Henry what 
the commission plans to do about pay- 
tv. 

Henry said a moment of decision 
will come when expected request for 
regular operation is made by Hart- 
ford pay-tv experiment authorized by 
commission. We will have to decide 
whether to approve it on a regular 
basis." 

The worried Magnuson said: "But 
what if Hartford wants to extend 
services to further areas? This is a 
very serious question." Henry said he 
was very much aware of it, and so 
was FCC's special pay-tv committee, 
composed of Cmnrs. Lee, Cox, and 
Loevinger. Henry said he was also 

Westclox gears campaign 
to daylight time switch 

New York — Westclox Div. of Gen- 
eral Time Corp. has geared big ad 
push to coincide with the change 
from standard to daylight saving time. 
The web buys of 19 minutes are esti- 
mated to reach over 23 million view- 
ers. 

On radio, Westclox commercials 
will be aired via 191 NBC stations 
Apr. 24, 25, and 26, in Monitor, Em- 
phasis, and News of the World, for 
an estimated 195 listener impressions. 

Television spendings for the drive 
are over $200,000 gross, according to 
a spokesman. During the spring cam- 
paign, tv represents about 25 percent 
of the ad budget, it was revealed. 

Reason for the heavy buying is to 
introduce new line Big Ben, Baby 
Ben, and Ben Electric clocks. West- 
clox is marking the first major de- 
sign and feature changes in Ben 
alarms in seven years. Theme of en- 
tire year's promotion is "Golden 
Year of the Bens." 

Refined features of the Bens will 
be highlighted: new oval face, adjust- 
able loud-soft alarm, quieter tick, in- 
audible wind, louder alarm, and 
longer alarm. The clocks will sell for 
$7.98 and $8.98. 

Advertising will appear in maga- 
zines in M ay and June, 10 weeks 
in newspapers, and April and May 
in the trade press, in addition to radio 
and tv efforts. 



worried about CATV aspects, with 
possibility of wired tv service shooting 
great distances, and without need for 
FCC authorization unless microwave 
links are used. 

Henry said FCC will have another 
large moment of decision when the 
California subscription tv operation 
applies for microwave facilities to ex- 
pand and interconnect its Los Angeles 
and San Francisco programing. Mag- 
nuson bluntly asked Henry if FCC 
"has or wants jurisdiction over all- 
wire subscription services" if they be- 
gin to span the country large-scale. 
Henry said they'd be thinking about 
it. He remarked in passing that so far, 
the Hartford experiment programed 
largely for "mass appeal" with movies, 
sports, and a few local events. 

About commercials, Magnuson 
apologized: "This is an awful question 
to ask you fellows — but what is the 
status of your study of commercials?" 
The FCC chairman said that although 
proposed rulemaking had been "un- 
animously" terminated, the FCC was 
handling commercialization on a case- 
by-case basis. Further, he interprets 
Rogers Bill not as bar to considering 
commercials policy, but as "mandate" 
to keep handling matter case-by-case. 

On liquor advertising, Magnuson 
warned that he expects FCC to work 
with Congress to keep liquor ads off 
air. "There is a serious threat of a 
breakthrough," he said, and NAB 
code could not handle it. Magnuson 
noted with some pride that it was his 
idea to get broadcasters to agree 
never to show actual drinking of beer 
on air. 



CUT THE CUSSIN' 
SAYS CBS' DANN 

New York — Producers of shows 
seen on CBS-TV can still produce 
"realistic and meaningful drama," 
but they've got to ease up on the 
use of expletives like "hell" and 
"damn." So ordered program v.p. 
Michael Dann last week in a memo 
to tv producers, program depart- 
ment personnel, and program prac- 
tices staffers. According to Dann, 
"a significant number of viewers" 
frown on such expressions, and 
while the network had no wish "to 
restrict creative effort" or to "emas- 
culate or bowdlerize our pro- 
grams," writers and producers 
would have to make "sonic addi- 
tional effort" from now on to re- 
duce the amount of salty language 
which finds its way into tv dialogue. 



UHF problems loom 
as deadline hears 

New York — Sponsors 
forward to UHF as growing a 
vertising medium may have m 
eral years' waif, as April 30 dea] 
line nears for conversion to a ! 
channel receiver production. 

At present, only 20 pereinl I 
tv set sale-areas have UtfP oil 
lets; therefore consumers in sop 
80 percent of present set sale-arc 
will pay some $30 extra for aj 
channel receivers with no UHFst 
tions in broadcast area. 6o«er 
mcrtt, however, hopes new bill vv 
foster growth of UHF video. 

Anticipating problems in selliri 
sets with UHF tuners, tv de«kj 
have apparently built up suhsfaati 
quantities of VHF-only refeivej 
more than two million, to be so 
after April 30, thereby cire^pwer 
ing spirit of new law. 



Consolidated Cigar eaftiiftf 
up 92 percent in first qiMrtl 

New York — Cigarettei«t)t-ci r 
switching in wake of Surges® GFi 
eral's Teport has boomed sales r, 
Consolidated Cigar Corp., QtMiriii 
Samuel J. Silbcrman reports, Net 
ings for first quarter of 1964, if) f 
are up 92 percent from eoiyegf 
period last year, with sales voluflie 
nearly 19 percent arid with #ve 
production schedules unable fer fc > 
up with demand. First-quarier $a| 
over $35 million. 

Hottest trend in cigar fisM, is 
pectcd, is in "small cigar" eattcg 
Demand for firm's Muriel Aff-Ti 
Silberman told annual shafellild. 
meeting last week, has been %■ 
rocketing." Although Silbermfta , $ 
port did not discuss advertising, C* L 
solidated Cigar spending — psrfi 
in tv — will boom at rates eowitni 
rate with expanded sales (see iP 
sor Scope). 



Filmways in black '64 pft 

New York — FllmwayJ* 1/BSh. 
leading producer jjf tv commereii 
and programs, is now grossing at» 
$14 million annually, and ItfME 
show net of about $300,000 in, II 
fiscal period. Of the gross, MW6 M 
third's comes from tv production act 
ity, reports Filmways president I 
Moselle, with the majority of rjfo® 
der coming from feature movie |>i 
duction. Filmways emerged frolf i 
spring program sales season in sue 
position: Beverly inilMl tm» JW$» 
Junction and Mr. Ed, whifl aft P 
duced or co-produced by FflrrtW 
have all been renewed lor Ml sft#S< 
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The Sound of 
Radio in Business 
Establishments 
In 

NEW YORK 




50.000 WATTS 

leader in reaching 
the people who buy 
and sell your products! 



WHN is proud that it is first in the 1964 
Hooper Business Establishment Survey 
(Feb. -64) in New York . . . further proof that 
its "Sound of Beautiful Music" program 
ming has become a dominant force in the 
nation's ~ 1 market. 

For detailed information call your KATZ or 
WHN representative. 
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Broadcast advertising at the Fair 

The New York World's Fair — one of the hottest launching 
pads ever for radio/ tv programs arid commercials 



Anatomy of a $1 5,000,000 beer campaign 

Anheuser-Busch' s ad budget allots two-thirds of its 
strength to radio/ tv to assure Bud's sales leadership 
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Agencies choose tv for intro of new wrinkle-sm 

Helene Curtis and Coty are out with lotions and using 
tv for intro. Revlon, Hazel Bishop and Max Factor to 
follow 

TIME/BUYING & SELLING 

Job switching — media's worsening malady 

Lack of full knowledge about future opportunities 
fuels "needless shifts" from one agency to another 

TV MEDIA 



Cookies go to Europe for live-on-tape sell 

Stella D'OrO, using on-location video tape in Europe, 

finds satisfaction with line standards and dollar results in caokjfselm 
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Alberto-Culver adds radio to tv pitsh to boost sales of 
Command,, the man's lutirdressing 
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practice but defends it against critics 
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The Latins named him: 



Hippocampus 
Hudsonicus 

Lophabranchii 
Syncjathidae 

. . . the ancient Romans were 
long winded . . . we call our 
seahorse "SUNNY." 

He's the symbol of Quality 
Broadcasting in Tampa-St. 
Petersburg. 

Ex SUNNY venarus SALES 




TELEVISION $ RADIO 

TAMPA - ST. PETERSBURG 
Don'f trip on your toga, call: 



Nat. Rep.: Venard, Torbet & MrConnell 
S.E. Rep.: Bomar lowrance & Associates 
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PUBLISHER'S 
REPORT 



THE CASE FOR A FEDERATED NAB 

I've been talking FEDERATED NAB for ten years. 
So naturally I'm more than interested to note the current wave of interest 
in the subject. 

Our "Blueprint for a Federated NAB" was first published in SponshW 
complete with diagram showing suggested line of command and eorttpjoa- 
ents of a proposed federation, way back when. 

What baffles me is why so logical and necessary a step is allowed to 
stay in limbo. If past experience is an example, the present grounds\^e|T 
will be briefly amplified and then take a backseat to the next crisis. 

Why do I think that a federated NAB is so essential? Here are a hand- 
ful of top reasons: 

L The commercial broadcasting industry is a real giant. It's also com- 
plex. But its complexities fit snugly into several separate setups under one 
tent. The NAB is concerned with matters common to the whole industry. 
It is concerned with separate television matters. It is concerned with stpar^ 
ate radio matters. Our proposal, made ten years ago and repeated today, 
suggests separate radio and television associations with managing directors 
for each operating autonomously, but on common matters working with tRR 
president and combined boards. 

2. The biggest task facing the NAB president under the existing setup 
is to advance and protect the concept of a free enterprise commercial broaajW 
casting system with minimal governmental regulation. The more alts' fflffl 
that he can give to this all-important assignment the more valuable his con- 
tribution should be. A federated NAB will permit him to concentrate on 
this objective with fewer distractions. 

3. There is talk of a separate radio association completely removfd 
from the NAB. Such a proposal is being voiced in trade publications anH 
newsletters right now. I strongly doubt that this will do the job. The com- 
mon causes which both tv and radio elements must uphold would be 
handled by two separate associations which obviously would muddy tte 
waters and often do more harm than good. 

4. Besides the vital task of enhancing the industry's image with ftli 
government, the president is involved in other common industry activ- 
ities such as labor relations, legal, matters, coordination with other indifi 
efforts, and public relations. A federated NAB provides an ideal tent 
covering common-purpose chores rather than asking various organization? 
to handle them piecemeal. 

5. A federated NAB with separate budgets and strong areas ®i rc ~ 
sponsibility and autonomy for each of its three setups is more economical 
than splinter organizations. The numerous splinter groups of our indusafl 
add up to tremendous cost. Thought must be given to consolidation. Tiig] 
federated NAB provides the projx^r location for most of these s^ilnirf, 
setups under their respective areas of interest. 

6. Radio has often complained that it doesn't get "a break" under tv 
domination of the NAB. A federated NAB would automatically riteM &M 
the radio president would pursue his goals with intensity and purpose. 
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MURDER... ACTION... IMPACT... GRIPPIN 






Meet Europe's favorite sleuth— Chief Inspector Jules Maigret of the Paris Surete. Maigret, 
human, unorthodox— brilliant creation of novelist Georges Simenon, who has produced more thin 
400 books to become one of the world's wealthiest writers of crime fiction. 
Inevitably, someone had to make a Maigret television series. Top production companies competed 
for the rights. Simenon unhesitatingly chose BBC TV for its unrivalled facilities, its quarter-century 
of know-how. 

With a dynamic team of leading writers, directors, designers and technicians t BBC TV set about 
adapting 52 of the Maigret novels to television plays. An equally brilliant team of actors was cjaj-t £ t© 
fill the 1,000-odd speaking parts, and a 3j year production program got under way— with extensivt 
filming in France to ensure authentic background. 
The result? Unprecedented success. Whenever the Maigret series has been screened it has won 
top audience ratings, top awards. In Canada, where it is currently shown under Alcan sponsors! - 
Maigret has even challenged ice-hockey for top ratings^ with Nielsen giving the long-establia|^ 
sports program a bare two points lead. 



EU.ISM... EXCITEMENT... TENSION 




I Australia, where Maigret premiered last fall, it immediately soared into the top ratings in ABC's 
"-city network— as the Aussie leading weekly said " it has won just about every award a TV series 
j n 

I Britain, the Maigret series established a record by carrying off 5 top TV awards and reached a 
pak of 17 million viewers. 

fiw Maigret has come to the States. More details of this internationally top-rated series will auto- 
ntically be mailed to all television stations within the next few days. Should you require additional 
i Ofmation, please contact Peter Green at-BBC TV ENTERPRISES 



BlBlGt tv I enterprises 



630 Fifth Avenue, New York 20, N Y. Phone IT. 1-7100 
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A World's Fair is a very, very 
large ad. It's an ad on America, 
and her friends, but mostly America, 
and it's expensive. 

It's made up of a lot of smaller 
but sizable ads in glass, steel, plas- 
tic, concrete, aluminum and more. 

And inside of these are products 
packaged as ads, which is what the 
Fair is all about. 

To the great public, it's the big 
show of almost a lifetime. To a 
smaller public — responsible for 
creating it — it's also the big show 
of almost a lifetime, on one of the 
biggest and most expensive "loca- 
tion sets" in the history of enter- I 
tainment and communications. 

The men behind the packages 
want to make their pitches foolproof. 
They want the ads that house the 
packages to be a success with the 
great public. Collectively, they 
want all of the bigger ads to make 
the Fair a boxoffice smash. 
But they can't be certain. 
They pay their money but they 
can't be certain. They get the feel- 
ing of being back in the local retail 
ranks and at the mercy of the 
weather, a rail strike, or some other 
act of providence. 

To persuade the public, they lean 
heavily on broadcast advertising — 
without which the whole thing could 
never have gotten so big in the first 
place. (Could a print society have 
alone produced anything as huge?) 

They take the Fair — the big ad 
and the littler ads — into the 
marketplace of America and the 
world, and they do it with radio 
and tv at a speed never before pos- 
sible. 

Broadcast advertising has gone to 
the Fair, and SPONSORS Charles 
Sinclair has captured the whole 
tense, unique tussle in broad but 
penetrating strokes in our lead story 
starting on page 21. It's a side of 
the Fair admen will remember. 




More buyer guidelines 

The appearance recently of an 
article in Sponsor (Apr. 13, 1964) 
prompts this writer to add a post- 
script or two to Carl Schucle's 
"Guide to Becoming a First-Rate 
Time Buyer ... As a Rep Sees It." 

We arc in agreement, generally, 
with Mr. Schucle's suggestions, but 
we note that most of his 20 or so 
guide-posts arc applicable to any 
job in any business. 

Taking pride in one's appear- 
ance is important, but it is not a 
rule peculiar to timcbuying and will 
hardly account for any meteoric 
rise to the top. The same is true 
for his advice about being alert, 
learning your product, being 
prompt, keeping an open mind, 
etc., etc. 

Further, while much was said 
about what a buyer should do, lit- 
tle or nothing was devoted to what 
a buyer should know. We think of 
the immeasurable value there is in 
acquiring a working knowledge of 
media research, or at least broad- 
cast research, so that judgment to 
purchase is not reduced to a 
more mathematical comparison be- 
tween a rating of 20 versus a rat- 
ing of 1 8. 

What about reach and frequen- 
cy? A 200 rating point schedule 
comprised of ten spots, each with 
an average rating of 20. will come 
one way. The same 200 rating 
points made up of 40 five-rated 
spots will perform quite differently. 
Cost per thousand? Cost per thous- 
and what? Is there really justifica- 
tion for turning thumbs down on 
a buy just because it has a CPM 
something which is 5 cents higher 
than a schedule on another station? 
There are other considerations. 

A good buyer — 1 mean a good 
buyer — should be completely con- 
versant with the various rating serv- 
ices, their advantages, their dis- 
advantages, their limitations. We 
could give a lengthy discourse 
about the differences between cov- 



erage versus effective cover 
or about a rotating schedule vfifi 
a fixed schedule. And how a* 
the value of a spot which a] 
imbedded within a program as oj 
posed to a program adjacency. 

All of the above, and mucf 
much more, are instrumental in 
veloping a first-rate buyer. 

Building a successful career 
this industry does: depend on ftf ; 
work but all the hard work in #i ( 
world is meaningless and wasteftf 
unless it is predicated on sound c 
pcricncc, efficiency and an insat- 
blc curiosity to learn, learn,, Igafj 

Herbert A. §|o 

Media Superffc 
Reach. M< Clinton & 
New York, X. 



Praise for trade press 

On behalf of the Executive Cosf 
mittcc of TFE '64, I want to M 
you how much wc all appreeiai 
the splendid coverage Sports© 
gave to our group during the NA!| 
convention (Apr. 13. p, 27). 

There is no doubt that a gi«| 
deal of the success achieved by tli 
TFE is due to the excellent sun 
port of our trade press. 

Richard C&t<a 

Vice Pmteb 
Trans-Lux Television C'ort 
,\'ew York, M.t 
(Co-clmm., Executive CoimittW 

TIE % 

Alert to pay-tv 'da«§«f# 
You did a great job on the ac* 
dress by Herb Jacobs, president i 
Tv Stations, Inc. ("The Pff-Tj 
Controversy," Sponsor, Apr. Ik 
p. 28). 

A million thanks froth the bo; 
torn of my heart and from e«t 
broadcaster in the business m 
got enough sense to realize ho 
very dangerous this matter is. 

Charles H. Cruiffif 
rrah 

Jefferson Standard linwdeasliii«Ci 
Charlotte. Mi 
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CALENDAR 



APRIL 

Affiliated Advertising Agencies Net- 
work, annual meeting, Andrew John- 
ma Hotel, Kuoxville, Tenn. (to May 

h 

Wonictco Fjiterpri**^ annual stock- 
holder*' meetinii. Forest Hilk Theatre. 
Forest Hills, U, Y. and ai World's 
fair (27). 

Asm-, of Canadian Advertisers, an- 
nual conference, Royal York llotel, 
Toronto (27-29). 

Mutual Affifiatcs Adfisory Com- 
mittee., executive eOmmittce meeting 
at Las Vegas (27-2S). followed by 
regular sjesssion (29-30). 

Society of Photographic Scientist*. 
& i'rnjfineers, 1964 international con- 
ference, Hotel Americana, N.Y. (2,7- 
VI ay II, 

Screen Actors Giiilaii, membership 
meeting, ballroom, Park Sheraton 
Motel, New York (28). 

T3la;Ui»/.Soii!hwejs.| Industrial Trade 
pair, State Fair Park, Dallas (28- 1). 

ftfaititon Mieprc*?irt!itrvesi Assn., 1964 
Sdver Kail-Gold Key Awards, Wal- 
dorf-Astoria. N. Y. (28). 

American Film Fcsaival. sixth an- 
nual by Fducational Film Library 
Aslrh.. 16ntm competition. Motel Bilt- 
wore. N. Y, (20~May 2). 

American Women in Itadio & Tele- 
vision. I 3th annual convention, Mayo 
Hofcl. Tulsa (30-May 3). 

Ajiicrjcan Marketing Aw., New 
York Chapter's Second annual new 
products conference. Hotel Delmonico. 
W4JY. (30). 



may 

Ioiittae.ni California Broadcasters 
— LWverWity of Southern, Cali- 
foituVs joint third annual Radio Sem- 
inar, USC campus (1). 

fkmm Assn. of Radio Jlro«d;ea%t> 
annual Conv ention. Lassen Hotel. 
Nkhtta (1-2). 

Jtentucky Broadeasters, Assn., spring 
:an^enfion, Louisville Sheraton Hotel 
4-6). 

MMtwri Broadcasters Assn., annual 
pn#e;tlnsg. Columbia (5-6). 

C'BS^TV, annual conference of net- 
work and affiliate executives, New 
York Hilton (5-6). 

Eleetronje Industries Asm** wock- 
Mmp On maintainability of electronic 



equipment. Sheraton-Jefferson Hold. 
St. I ouis (5-7). 

Greater AnnUsta A<IWrl?isiiig Chili, 
annual election meeting, Downtowner 
Motel. (7)). 

Montana A I* Broad-casters Assn., 
session at Lewiston (7). 

California AP Kadi<*'l V Assn., an- 
nual convention, San Jose (8-10). 

California AP IfeiiUo-'I'V Assn., 
session at the llsatt I louse. Sail Jose 
(9),. 

Indiana AP Rmli|i-TV Assu,, ses- 
sion at Indianapolis (9). 

Adev Y>4, Intl. Adv. Inhibit. (Ad- 
vertising Lvhibition Promotions Old 
Bailey, London), at Grand Hall. 
Dljmpia. Fngland (9-10). 

Pennsjlvaiiia Assn. of Broadcasters, 
annual meeting, The Inn. Buck Hill 
Falls (10-12). " 

National Retail Merchants Assu,, 
sales promotion division convention, 
at the Hotel Americana. N. Y. (10- 
I 3). 

Direct Mail Advertising Assn., di- 
rect mail institute. University of Con- 
necticut, Storrs, Conm (10-15). Mail 
order seminar, Statlcr Hotel. Boston 
(12), 

AsMi. of National Advertisers, ses- 
sion at Waldorf-Astoria. N. Y. (11- 
12). 

Sales Promotion INccntivcs Assn., 
seventh annual conference, Astor 
Hotel, N. Y. (11-13). 

National Academy of Recording 
Arts <& Sciences,, dinners for Grammy 
Award winners, simultaneously held 
by its chapters in New York. Los An- 
geles, and Chicago (12). 

Chicago J"edcratc(l Advcrtisini; 
Clfdi,; 22nd annffid advertising awards 
presentation and dinner, Palmer 
House (13). 

American TV Coi't'Oereials Fes- 
tival, fifth annual award* luncheon, 
Waldorf-Astoria (IS). 

Sales & .ItarkeJiitg Executive*.- 1 nth. 
convention,, Palmer House, Chicago 
(17-20). 

Ohio Assn. of Broadcasters, spring 
convention. Commodore Pern Hotel, 
Toledo (21-22), 

Alabama Broadcasters As.su., spring 
convention, Broadwater Reach Hotel. 
Biloxi. Miss. (21-23), 

Association of Broadcasting Execu- 
tives* of Tessas, annual awards ban- 
quet, Dallas (22). 

Loubiana-\tLs^issip|ji AP Brantd* 
casters Assn., annual convention, 
JaeWn. Miss. (22-24), 

Emmy Awards 16th annual telecast. 
Music HalLTexas Pavilion, New York 
World's Fair, and the Palladium, Hol- 
lywood (15). 

Catholic P«m Assii., convention, 
Pcrfn-Sheraton, Pittsburgh (25-29). 

Art Directors Club of N.Y., awards 
luncheon. Americana Hotel (26). 

Visual Com iniin leaf-inns Conference 
(Art Directors Club of N Y.). New 
York Hilton (27-2S). 



American Keseari li Men h.iudisine; 
Institute, Del ( on n ulo, S.m I ) *u 
HI June (.) 



JUNE 

I ccliuical Assn. of i In- (.raphu 
Art*, convention, Webster H.ill I'M! 
Burgh (1-1) 

Intl. Kadio X 1 1 Societv , tirst 
1 epon of Honor prcscni.it ion dm 
ner. .it Waldorf-Astoria. \ Y I t 

National Visual Presentation Assn., 
"Dj\ of \'isiials.' - ( ommodorc New 
York (4-6) 

Ylarketiiin F\ecnti\es Club of Sen 
York, convention. R.nho ( it\ < t 7) 

Advertising l-cderutiou of \iuer- 
ica. h()ih annual convention, ( li.ise 
Park Pla/a Hotel. St. loins (7-10) 

Intx'niational Advertising Assn., 
16th annual world congress, Waldorf 
Astoria, N. Y. (7-10). 

American Acadcniv of Adv ertisinu. 
annual convention, Chase-Park Hotel. 
St. 1 ouis (7-10) 

Special l ibraries Assn., 5Sth con- 
vention of advertising ami publishing 
div isions. Sheraton-Jefferson Hotel, St 
Louis (7-1 I). 

NoM'Sectarian, National Bible Coiii- 
iiinnicatioiis Conyress. Sheraton Park 
Hotel. Washington. 13. ( (lo-H) 

Mutual Advertisini; Vpencv Net- 
work, national business meeting. Bis- 
marck Hotel, Chicago (ll-H). 

Georgia A%sii,. of Broadcasters. 2 l >lb 
annual summer convention, Cal1.i**\ 
Gardens. Ga. (13-16) 

.National Assn. of Displav Indus- 
tries, Trade Show Hide X New 
Yorker (13- IN). 

Ajuerican Marketiii}: A-ssn., 47th 
national conference. Sheraton Hotel. 
Dallas ni-imj, 

I n tern n t ion :i I Vd» erlkinc 1 iliu 
Festival, Venice. Itah (15-2U) 

l ederalion of Canadian \d\ertis- 
ing \ Sales Clubs, 17th annual eon 
ference. Nova Scot i an Hotel, Halifax. 
N.S (IS-21). 

Assn. of Independent Metroptilitan 
Stations, annual meeting. Montre. I 
Canada (IS-21). 

Kadio-'l cle\ ision News Directors 
Vssociatiou. oational spring nieelin • 
( herry Hill. X J. (21) 

National Advertising Agencv Nei- 
nork, 1 9«v4 management contercnec. 
Far Horizons Hotel, Sarasota. I la 
(21-25). 

I raiisaiiierica Advertising: Agcncv 
Network, annual mcetine, % Y (2^- 
27). 

National I'ditorial Assn., annu I 
convention* Hotel Commodore. \ ^ 
(24-27). 

Assn. of Industrial Advertisers. 
42nd annual conference, Shcr. u * 
Hotel. Philadelphia (2s-J ilv 1 ). 

,\dvcrtisiiiK I cdvration of A men's J, 
>i\th annual seminar in m irkttin • 
management and adv crtisin j, H rv . rd 
Business Schotd. Boston !2s-J ilv 10 
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Now there are four pdrupli 

All completely transistorized... with interchangeab 




NEW TR-4 



Want total performance in a compact? 

This new fully transistorized TR-4 docs just about every- 
thing the deluxe model does. And it's compatible with all 
quadruplex recorders. Makes professional quality tapes. 
Uses standard modules like HC 'A's deluxe TR-22 Recorder, 
lias space for color modules. Completely contained in 
one 33" x 22" x 60" unit, 



Want playback only? 



NEW TR-3 



litre's the TR-3 ta 



player, a simple low-cost, high quality machine for m 
back of all standard tapes*. Use it for "screelttft^'* m 
mercials and programs or for putting them oh f b, Co 
pletely compatible with all standard quadruplex record* 1 
Fully transistorized for compactness and depcnttabfli 
Standardized and modularized. Space for color motftl 



See the entire RCA line before you buy any TV Tape Recorder 



RCA Broadcast and Television fijtffe 
Building 15-5, Camden, ftfiwl 




nodules, including color, ATC, editing! 




NEW TR-5 



DELUXE TR-22 



pt mobility ? compart .».i y in- x 22* \ ^ 

^ v > n,ii<l t ran.-portahl<\ I In- hiidi i|iiatit v <|M ulntplox 
1*0 tor i.s ideal t » > r tnakitm commiTrtal- <>n li*:it uni 
VM" tgll t'.-peciaHy dr-tcnt'd lor nvordtne pitrpo-r-. t lie 
'H-includo- limited playback lor chcckum. Kitlh t ian-i-- 
f Vi* ,1 amt modularized it produce- tape- t li.it can i« 

'*) I back on alt -tandard ( jitadruplex n rdcr- Hi-' onl- 

w*r ami in hiack-aiid-wtitte. 



- not 1 \ icu< r t 1 I 1 



< t 



Want the very finest? 1, 

-a\ the incompar il>te TR-22 i- t In m< -t < I r 
TV Tape ivcoid< r.- It- .-triknm futu ti< i it d> - c 
up by opi rntini: feiinn - that mak< <|iia t \ t < 
t crtaint y Any -t ndio ( an beiu tit in mil m 
tiih'-t 111 compatible <|ii. drnp » \ TV Y i\n 1 £ • 
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i JSJ) The Most Trusted Name in Television 



SPONSOR-SCOPE 

WHAT THE NEWS MEANS , ITS IMPACT ON BROADCAST ADVERTISING 

Ad agencies are facing up to mounting problem for tv commercial productw 
houses. Namely — delinquent payment of bills for services. Meeting reported 
set up for May 8 by several top agency producers to dig around for easement 
situation. Custom of the trade: the production houses receive 50% on sjgjp 
of contract, with balance on delivery of answer print. Payment of bills receivable 
many cases have been running behind as much as 90 days. Obvious result — pp 
duccrs have gotten into habit of turning to banks and factors for short operatii 
cash. 



Agencies looking 
to ease commercial 
bill payment plan 



Other webs eyeing Other networks may follow ABC's announced plan to sell commercial time J 

ABC Sun. a.m. sale Sunday morning tv (Sponsor,. Friday at 5, Apr. 6), if move is successful in lurh 

for business boost major advertisers from Sunday print supplements. The supplements are hgfft, 

a top year, and a check of media execs indicates that much of their prosperi 
comes from advertisers who might normally be in network tv Sunday morning 
Advertiser thinking in this area is that if he can't catch families via their tv sereej 
Sunday mornings, the next spectacular medium he can find for that period is foa 
color Sunday supplements, with such a splurge providing him with image M\ 
prestige he aspired to in network tv. 



Cigar firms unwrap 
bigger ad campaigns 
to win cig smokers 



Cigar companies continue to take advantage of cigarette scare, snaring aMi 
smokers who have cased up their "habit" in the wake of the surgeon gcnefatl 
report. Move in this area entails greater advertising expenditure on part of e|p 
makers, as indicated by disclosure of Consolidated Cigar chairman Samuel 
Silbcrman that his firm has earmarked $10 million in this area, and most of 
slated for tv. This is sharp increase from last year's Consolidated ad budget, bi 
Silbcrman points out firm's net earnings for first quarter are up 92% over sad 
'63 period, and sales volume is up 18.7%. He adds: "Prospects for cigar industi 
arc good. In fact, they've never been better." 



Voters to decide 
on pay tv in Calif.; 
STV to start anyway 



Appears California voters will have option to cast ballot during Nov. 3 elceli" 
on whether pay tv system can operate in state, as result of petition successful 
circulated by two groups. They arc California Crusade for Free Tv. a group i 
motion picture theatre owners, and Citizens Committee for Free Tv. made i 
mostly of clubwomen but bolstered by some labor and local government siafpfff 
Petition calls for repeal of legislation passed last year paving way for pay tv. 
majority votes for repeal, the legislative permission to operate a cable^ransnifti? 
tv business in state would be withdrawn on ground that charging for tv viewed I 
home is "contrary to public policy." Meantime, Sylvester L. (Pat) Weavers pt£J 
ident of Subscription Television, Inc., the company involved, says STV will Lipf 
on west coast July 1 as planned. 



Screen Gems seen 
readying drama push 
for 'easier' sell 



Look for Screen Gems to start pushing strongly into drama programing. Coluir 
bia's tv arm has number of comedies on air, but no dramatie shows, which it sec 
as major area being looked at by advertisers for future buying. Move in ] 
direction is hinted at in executive changes being made by Screen Gems, topi 
by naming of Jackie Cooper as its top aide on west coast, in place of departi'i 
William Dozier. Other new execs include John Cassavetes as producer-director m 
creator, plus number of former Four Star helmsmen, such as Hy Averhaek. Riehar. 
Alan Simmons, and Bob Clavcr. 
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COMMERCIAL CRITIQUE 



Life in the 
commercial factory 



Hot) l.cveuson 

ice president :in«l n>p> snpimsor 
\h> Ifcmv IU rnl>:ich 

1 niiNK t'\ t rsTovrRtn a ft o i : 
fhere is one outfit tlmt docs 
tactical I v every commercial we 
»e #'fi television. 

I fhev must be making a fortune, 
.cause almost everyone uses tlieni. 
1 began to suspect the whole 
ing when I judged several hun- 
-cd tv commercials during the 
)64 American Tv Commercials 
:stival. 

I Couldn't find any other wav to 
, plain the fact that so many de- 
lorant commercials use girK in 
vve.k fresh out of their showers. 
Or that almost every ground 
#ffec commercial has a close-up 
ot of a scoop in a coffee can. 
•th magnified sound. 
Or that so many instant coffee 
nimcrcials demand that you make 
k stuff by the pot instead of bv 

I 12 CUp. 

Or that every mentholated cigar- 
■ ,c commercial has practically the 
rac cool music running underneath 

After a hundred or so com mer- 
it!* went by. I began to muse 
Mint what life in the commercial 
.'Wiry must be like. 

Act 1 

Risk Naught, agency presi- 
dent, calls one Stockton Shott. 
Shott receives the call in his 
,office. 

Snorr: Yes. this is Stock 
Shott. You bet. R. N.. I'll be 
right over. 

Act II 

We are in Risk Naught s of- 
fice, at his advertising agencv . 
Shott is being shown in. 




Hob I evenson is a v i e pit mk'nt 
ami eop v .supervisor at Po\ le 
Dane liei nbaeh. I he meoiints lie 
work v on on hull 1 'oik \>t imen. 1. 1 
. 1/ (Israeli Airline*, the Israel 
(iovernment Tourist Of fa e ami the 
Sony ( orporalion. 



N \i r.ir i : (excitedly) I his is 
the biggest thing that's ever hit 
us. Stock. I hope vou people 
will be able to handle it. 

Sum i : Don't worn . ha In . Re- 
member our motto: the past is 
vet to come. 

Nuc.iir: 1 know that. But 
this one's a little different. I here's 
never been a product like this 
before. 

Siioit: Come, come, R N 
you're taking this pretlv scrious- 
Iv , a reu't vou? You're begin- 
ning to sound like a commercial 
uuirself. 

N \i (,tl i : I low can I get 
through to vou? Our client. Red. 
White & Blue. Inc.. has an In- 
ter-Off ice Memo Reprocessing 
Department. And thev've come 
up with a bv -product that does 
anv thing! 

Snot t . (opening one eve ) 
Anything? 

N \i r.n r : That's right. sonnv 



It replaces ev cr\ thin ' S on tan 
bake it. broil it, h\ u 

Slloi i I vc got ju%,t tin. shot 
I here's tins h.ippv lansil) m tli ir 
( ape ( od diiK tie. see ' 

\ vi (.tl i Not good, St(K.k 
I his stuff is dillcrcnt It's good 
for hc.id.uhcs. i<h> 

Sin.t i I've got just the shot 
I here's this |vnduhim thai 
swings back and lorth, see ' 

\\iwiii. You're not with me. 
sweetie. ^ on can in ike a var 
out of it Or brush \our tec l h 
with it 

Slio I i : l\e got just the shot 
I his little kid brushes Ins teeth 
and his pants fall down, see ' 

N u (.in • I think I'm losing 
vou Vou can wash clothes in 
it . . . 

Snoi t . I've got just the shot 
I here's this ladv folding h e r 
vv ash aiul smelling hei vvoik, 
see? 

Nuom. Look, friend. I'm in 
trouble and vou're making jokes 
I his stuff replaces everything 
/ vet) tli ins;. And it never gets 
used up Do vou understand ' 

St to i i ( opening his other 
eve) I am not making jokes 
I've bee n in this business a long 
time. I have I I basic situations 
down pat. And I have I 1 .00 ) 
variations of them. Mv grand- 
children vv ill still be making com- 
mercials with im material. \nd 
with anv luck, thev 'II never have 
to expose another foot of film. 

\' vi on i : I hat's verv nice for 
vour grandchildren, but what do 
we do todav ' 

Snoii: Well. R \ , if thine-, 
get too tough, we can string all 
I 1 .000 items together and do 
the quick-cut commercial to end 
all quick-cut commercials I hat 
vvav . we touch even base and 
nobodv can tell what's going on 

\* vr ot 1 1 I hat's it' I hat's u' 
Stock Shott. vou've done it acam 

I he I ml 

1 snapped out of mv u v rte i ist 
in time to catch the 2«M»th eoni- 
mereial that was fxinc sh>wn th t 
dav 

I he lasem atmg thin • ah nit th s 
whole tale is that when I woU i p 
I found that I realK hadn't b» 1 
dreaming ■ 
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The highest rating ever for a feature film on New York television! (In fact, 
among all programs this year, network or local, only the Beatles and Academy 
Awards scored higher.) Undeniably, movies on Channel 2 are bigger than ever. 

Channel 2's April 11 showing of From Here to Eternity on Schaefer Award 
Theatre (11:20 pm to 1:30 am) scored a record-shattering 45. 6 average rating , 
with an 85% share of audience . In other words, long after usual prime-time 
viewing hours, more than 4 mi/lion New York television viewers kept their 
eyes on Channel 2 to watch this Columbia blockbuster from Screen Gems. 

Where do we go from here? Young Philadelphians , Man in the Gray Flannel 
Suit , Auntie Ma me , Pajama Game are just a few coming attractions which 
guarantee that audiences throughout the New York area will continue to be 
where they have always been, tuned to CBS Owned ^ \/\fCBS-T\f 



CHARLOTTE IS A PEACH 






Metro Charlotte is just the hard core of a market 75 miles in diameter that is succulent selling m 
you buy WBT Radio. The populous Piedmont's top-audience radio station for two decades, 1 
WBT's 50,000 watt signal delivers Charlotte PLUS — a market of more than TWO MILLION F< 
PLE with $2V2 BILLION in buying power. Your BLAIR man has the WBT story. It's a peach! 



WBT RADIO 
CHARLOTTE 



BUI 
GROUP 
PUN 
MEMBEfl 



Jefferson Standard Broadcasting Company 
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idvertising 
it the Fair 



he billion dollar World's Fair opened last 
Is in New York ... is a giant tv stage, 
i commercials, programs and a loca- 
>n site for radio 



[ j Ti:fi= Ni w York W'ori n*s Fair opened its gates 
llast week, and the first throngs swarmed o\er its 
4i acres, the billion-dollar showcase was also proving 
prtf txv be one of the hottest launching pads for radio- 
programs and commercials to be found an> where. 
»d the busiest location site since westerns were shot 
Griffith Park. 

Sobodv was particularly surprised. 
As. a news event, it was one of the year's biggest, 
sftwork and local news shows, newsreels and other 
formation services covered the opening — for which 
had been building for more than a year — 
NBC-TV turned its color cameras on the W- 
iatiltf Opening Xiuht At I he World's fair sponsored 
U.S. Steel. 

feobert Moses. 74-year-old president of the Fair 
arporation, was also being featured as the subject of 
ire than one huddle of Madison Avenue executives. 
ie tart-tongued Moses — a man who gets a lot done 

telling people they have to do it his way, or forget 
— ■ was well on his way to becoming the "Com- 
;rcial Oar" of the World's Fair. 

Again, nobody was particularly surprised. 

As any adman who has followed the Fair's prog- 
m k well aware, the list of industrial exhibitors reads 
le a portion of the "'lop 100" list of broadcast ad- 

Sled signed Carol Choniiim; </\ orn ■>/ \t<ir\ in opemnj- 
ht \HC-Tl ' co/or special. /J«7<>» . </ a>ntrnst in /i trl » 
W4 4 $ TRK i; f/9.?V) „,„/ /VrW «,,/,, r „„,,. 
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Top: duPont pavilion stresses re- 
search. Center: Viewers will see 
huge Ford center. Bottom: West- 
inghouse "Time Capsule" is re- 
peat of '39 success, is due in spots. 




..MIUMIUH 





General Foods Corp. pres. C. W. Cook (I) and clunn. Charles C . Monnni 
inspect models of firm's news-hnlletin arches. GF has filmed svoJs at Filh] 



giants like 



vcrtisers. Industrial 
RCA, duPont, GE, Scott Paper. 
S. C. Johnson, Ford, General Mo- 
tors, Chrysler, Wcstinghousc, U.S. 
Steel and Eastman Kodak; food- 
and-beverage leaders like General 
Foods, Pepsi-Cola and Coca-Cola; 
transportation blue chips such as 
Greyhound, Avis. Eastern Air 
Lines, Socony Mobil and Sinclair 
Oil have built pavilions or displays 
whose budgets often dwarf those of 
show-business blockbusters like 
"Cleopatra." It's only natural that 
the use of such multi-million dollar 
product showcases as a site for 
commercials, or as a visual theme, 
would occur. 

Producers in the New York area 
told Sponsor of such World's Fair 
location projects as these: 

• General Foods, whose Max- 
well House Coffee has been named 
the "official" coffee of the World's 
Fair, has shot film commercials 
showing Maxwell House being 
served in various locations. 

• Ford Motor Company has 
filmed a scries of commercials 
showing new-model Fords — par- 
ticularly the peppy new Mustang 
— being driven at the Fair. (The 
Ford Pavilion, not surprisingly, is 
seen in the backgrounds.) 

• Schaefer Brewing, an old hand 
at Fair-type displays (there is a 
reproduction of the original brew- 
ery at New York's Freedomland) 
hired Videotape Productions of 



New York to shoot, at the Schaefe 
exhibit, a set of location eomnwri 
cials on tape with Win Elliot. 

• Chrysler's Plymouth TJLvisioi 
and Socony Mobil teamed up t< 
shoot the finish of the Mobil Be€ft 
omy Run at the Fair for a 1 
commercial scries. 

• U.S. Steel, sponsor of tfc 
opening-night special on NBC-TY 
shot commercials at the Fait ffef 
turing the Unisphere, the Fan', 
giant symbol donated by USf. Sim- 
ilarly, duPont and The Bell I 
tern, both major exhibitors, hav 
used their Fair locations as c( 
mercial shooting sites. 

The list of such projects 1f&' 
growing rapidly last week. A rafio-j 
tv contact in the CommunkatiB 
and Public Relations Dlvtetafl 'Q 
the Fair — an offshoot which act 1 
as a combination of clearing hpusd 
and censorship bureau regardinj 
radio-tv commercials, print ads am 
other Fair tie-ins — told SteMBl; 

'The World's Fair welcomes IS 
in ads. but the schedule's jj£tt&J 
pretty crowded. Requests ®r Co- 
operation arc running at the Vm 
of about 100 a day for all tfpP Ilj 
activity. Radio and tv comperei 
now amount to a couple of d«Vfij 
each week, although this, will us&8J| 
ly include several commerciafe tot 
any one advertiser." 

There's no carle MuifrlM at tW 
Fair for broadcast advirtiskf 
Since it's a seller's, .market on 
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Schaefer goes tape 
at the Fair 

As finishing touches u c re being given to the 
World's l ; ;iir, F &M, Schaefer commercial series was 
being location-taped at brew linn's long-length bar 
by Videotape Productions' mobile unit and tv ereu. 
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Camera letiinitjut", using trucking shot, was simthtr to that 
employed in motion pie Hire \. 



Below is what viewers, in Sc haefer marketing area will see on lv screen* in /icir commert mis. Host for tape spots is H //i / Ihoit. 
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shooting permits, Fair officials arc 
being choosy. Advertisers who de- 
cide that the Fair would be a dandy 
location site will find some basic 
hurdles. A few: 

1. Companies which have major 
pavilions — many of which soared 
far above their original cost esti- 
mates, creating a climate in which 
exhibitors arc anxious to justify 
the expenses to stockholders and to 
themselves — have an unofficial 
first crack at the Fair as a com- 
mercial location. If American Mo- 
tors wanted to shoot a Rambler 
commercial at the Fair, or if Stand- 
ard Brands wanted to tie in with 
the Fair for a Chase & Sanborn 
Coffee spot scries, they would find 
the securing of necessary permis- 
sions difficult, to put it mildly. 
Similar obstacles would not exist 
for Ford, Chrysler or General Mo- 
tors, or for General Foods' Max- 
well House. 

2. Liquor is strictly verba ten as 
an advertising tie-in with the Fair 
where it concerns things like brand 
labels, although alcoholic beverages 
can make "generic" print tie-ins. 

3. Advertisers (or agencies, or 
producers) must secure written 
permission from Fair authorities 
covering any shooting within the 
grounds. To get such a green light, 
details must be furnished to the 
Fair concerning union clearances, 
insurance coverage, whether or not 
the filming or taping will interfere 
with normal Fair operations, 
whether an endorsement by the 
Fair will be implied, etc., etc. 

For those who do make the 
grade, the Fair is currently provid- 
ing some well-planned assistance, 
as well as some un-planned prob- 
lems. 

On the positive side, a Tv-Radio 
Industry Committee, set up many 
months ago to work as an advisory 
board on broadcast news coverage, 
program originations and commer- 
cial shooting, headed by NBC's 
George Hienemann, has done much 
to make life easier for producers 
and admen at the Fair. 

There are at least 26 basic orig- 
ination points within the Fair for 
radio and tv, covering choice views 
of the industrial, international, re- 
ligious and state exhibitions. At 
these points, there is provision for 
large-scale electrical supply and co- 
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RADIO'S EARLY START BROUGHT ADMIN 

Sizable coverage is being given to New York World's Fair a 
radio stations and networks, and Flushing Meadows has becon 
a major origination point. Jack Sterling, morning man on WC 
New York, offered free tickets to Fair-originated show prior 
opening to fill restaurant seating 250, quickly pulled over TB,t 
requests for first week alone. Station decided to move show to Bi 
and to invite select group of admen and clients to hydrofoil jbrak| 
to site. 



Right: Being whisked to World's Fair are such admen as Richards llait $pr®\ 
Jerry Ralston (7), Gardner agency's Rosemary Vitanza (dark glasses) ai 
group from K cC- E, including Ed Finlay and Jim Alexander. 

Ear riglit: With MGM-owned "Bounty" in background, juiikctecrx Jrravefy /m( 
ashore to meet waiting bus to "Top of the Fair" ami Sterling skow. 
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axial cable feeding to central 
points (where recording can be 
done on tape or where a telecast 
can be fed to networks). 

On the negative side, network 
and commercial producer sources 
told Sponsor that the Fair was "a 
maze of red tape," a "nightmare of 
union jurisdictions" and that it 
was "playing favorites" (an obvious 
reference to the aforementioned 
fact that major exhibitors have an 
edge on promotional tic-ins). This, 
too, is not unexpected. The Fair 
has mushroomed into a commercial 
entity in t\ comparatively short 
period of time, and many of its 
functions have not finished the 
"shakedown" period required to 
become smoothly operational. 



Focus of much of the radio-tv ad 
tivity at the World's Fair is I 
which is at the sijnie time a p 
ducer of consumer electronics; and. 
major factor in broadcasting an 
engineering development. 

RCA, celebrated a silver anniva 
sary for regular tv service thisjjffijr 
has the largest comimmicMlM 
center at the 1964-65 WoHd% P%1i 
and on the same grounds syher 
RCA staged its pioneering t,v fatro 
duction. At the RCA pavilion: is 
complete operating color tv AtiSl 
linked to what RCA descri&eft i 
"the world's largest elosed-tiMii 
color tv network." 

The studio will, also serve p f 
staging area for specials and .news 
casts, and for morning telecatte e 
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iUC TO THE FAIR 





BC- I\"s Today show during the 
Nr. (Rival CBS has no 'tie-in 
ivilion. but is feeding the Jack 
erlfott* Show daily to radio listeners 
om a run-of-the-Fair location at 
e "Top of the Fair" restaurant; 
e above). 

The closed-circuit color tv system 
ill be \ iewed by most of the esti- 
ated 75 million visitors to the fair 
1 more than 300 locations. Lost 
ildren will be color-televised as a 
iblie sen ice. but there's a good 
Ml more going on in the way of 
w^pressure commercial activity. 
For one thing. RCA Victor will 
m periodic tv closed-circuit 
ommercials'* of a subtle nature 
' ring regular time breaks piped on 
i: system. For another. Jim Tonev . 



director of the RCA World's Fair 
Exhibit, has long let it be known 
that RCA "will also accept from 
other exhibitors short segments that 
arc institutional in nature. I "air- 
oriented and non-commercial." At 
latest count, some 75 exhibitors 
have furnished descriptive "shorts" 
to RCA. 

Samples; l T .S. Steel has furnished 
a color film on how the I ni sphere 
was designed and built. Pepsi-Cola 
is providing a Walt Disnev -pro- 
duced film. Sinclair Oil\ contribu- 
tion will be a film on its attention- 
getting dinosaur exhibit. And other 
films are being provided bv such 
companies — most of them major 
tv advertisers with a canny c v e for 
the values of mass tv exposure — as 



Eastman Kodak. General Cigar. 
Ford Motor. Schaefer Beer. Amer- 
ican Express. Bell Sv stem. General 
Motors and Chrysler. 

Furthermore, in a gesture not un- 
like that of commercial broad- 
casters, the RCA closed-circuit sys- 
tem has accepted short films from 
\ arious public service organizations 
and government agencies for screen- 
ing. 

Example: a V. S Armv -produced 
fin; l'ti lure episode, in color, which 
deals vv ith the historv and develop- 
ment of the American flag There 
is also a tie-up with the Xdvcrtising 
Council, wherein the color tv fa- 
cilities w ill be used, without eh rex . 
for producing color video tape an- 
nouncements lor the Red ( tl <. 
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Pence Corps, the U. S. Forest 
Service, the National Safety Coun- 
cil and other groups. 

There is, in fact, a curious and 
striking parallel between the activity 
of the networks at the Fair and 
their general attitudes toward color 
network telecasting. NBC-TV has 
more Fair-originated telecasts in the 
works than the other two networks 
combined. CBS-TV has the least, 
and is taking a very conservative 
view of the razzle-dazzle at the Fair 
(as one CBS executive put it to 
Sponsor: "We've looked at the 
Fair, and decided it would be diffi- 
cult to produce tv shows out there 
without giving free plugs to RCA 
or to advertisers on other networks). 
ABC-TV is fence-straddling, plan- 
ning mostly a few daytime origina- 
tions like Queen Fur A Day. 

Network entertainment-program 
chauvinism (if thus it is) does not 
extend, however, to the activities of 
independent producers, stations and 
other facilities at the Fair. 



Here arc some current examples: 
Sterling Movies U. S. A., Inc., 
which distributes public service 
films to tv stations, has launched a 
scries which is being done with the 
aid of RCA's color tv facilities 
and mobile unit. Titled FYI at the 
Fair, the package will consist of 13 
half-hour "interviews with leaders 
in the arts and sciences, business 
and industry, education and the 
many service phases of modern 
living." Host for the program will 
be Bob Considinc, aided by tv per- 
sonality Fran Allison. 

On the radio side, Richard H. 
Ullman Associates, sales arm of 
program-aid-producing Morton J. 
Wagner Companies, has launched 
a series of programs, being pro- 
duced by Radio New York World- 
wide. These range from one-minute 
featurcttcs up to quarter-hour 
shows, and, according to the Ullman 
organization, have brought re- 
sponses from "more than 350 of 
the nation's broadcasters." 




J 939: Then-RCA pres. David Sarnoff made tv history at first Fair in N.Y. 
1964: With tv a reality, chinn. Sarnoff dedicates RCA color center on air. 




Independent program produce 
who largely call their own pr^H 
shots arc planning episodes err ^ 
cials right"' and left. Lucille 
head of Dcsilu, has been talking 
Fair officials about an on-locaiii 
special, Sponsor learned, as ha 
Ed Sullivan and Lawrence Well, | 
long list of local radio-tv progra 
producers and disk jockeys hi" 
been working with the Fair <. 
"beeper" phone interviews, offl 
linked to "home state" pavilio 
and visiting officials. 

One example: Early in the P#i 
planning stages, Storer-owrii 
WHN New York requested ps 
mission for a full-time direct % 
line" between the station and t, 
Fair's radio-tv communieatio 
center. The line was installed pri 
to opening day, and WHN proiif 
ly started carrying bulletins 
ccrning traffic on the Faff m 
proaches, brief interviews \}4 
celebrities and dignitaries^ ai 
last-minute news about special a 
tractions at the Fair's paviTior 
Other New York radio outle 
from WNEW to city-owned V. 
YC, also showered listeners wi 
news items, bulletins and fnferw 
tion about the Fair. 

Foreign broadcasters are ve 
much in the act. With o«£c 
countries represented with largt ai 
small exhibits, and with a bujnjp 
crop of celebrities and facilities c 
hand, representatives of overse 
broadcasters have been busily tapii 
and filming documentaries, apcei 
programs and news coverage fbft 
folks back home. These inelui 
Britain's BBC-TV, two West fic 
man networks, Italy's KAL» Mr 
co's Tclcsistema, a Japanese m 
work, plus newsreel reprcsenliitiy 
from other European and Lliti 
American countries. 

"A few months ago. there ■ 
just me to handle the radio-tv pr 
gram and Commercial requlftf, m 
I had no great trouble doing ii 
said John O'Kcefe, ex-WNB€-*f 
press agent who is now on the coi 
munications and p.r. staff of £ 
Fair. "Now, we have a whole si? 
to handle the queries and prablen 
and we're swamped. The intend I 
the Fair is fantastic. I ean\ Iraagi 
what it's going to be like :durift| t 
1965 season." 

One thing is certain. By all jn^ 
cations, it will be busy. 
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fuel's 1964 Ad Budget 



TV and radii* pit *wa-tUir*fc of fb# SlS-utHlioii total! 



$4.»f)ftJ:iOO 



$1,! 00,000 



Outdoor 

I4 r 'r 



M:ii;:j/infs 

.Nc\> spupirs 
2() r ? 
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32 r ; 
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34 r i 
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Anatomy of a $15,000,000 beer campaign 



Anheuser-Busch's ad budget allots a cool two-thirds of its 
strength to radio and tv to assure Budweiser's sales leadership 



scond of two parts 



KJt'Mi 1 ROM M \NV DIRI C I IONS, 

j but mostly St. Louis. Chicago 
ud Now York, dropped out of the 
,\'tes to settle down at Miami's air- 
oft on Wednesday. March II. 
rani there, it was a quick run to 
ic Americana Hotel at Miami 
each. There wasn't much time 
f>r relaxation, however. Early the 
psi morning, some 100 media men 
ere up and walking around the 
pal, squinting at the morning 
prt, It seemed early for breakfast 
i America's vacation niecca. but 

was 8 a.m. and business beckoned. 

What business? The Anheuser- 
»i«fh seventh annual Pick a Pair 
rorttotion convention, at which the 
rewer v s $15 million. 1964 adver- 
s in.g budget was being sliced. 
UiJad and served up on buttered 
»:ivt. And an important serv ing 

was. loo. for it described a two- 



month ( May I to July 4) sales-ad- 
vert ising-merehandising effort that, 
if successful, would account for a 
gigantic 22 percent — repeat, 22 
percent — of the No. I brewer's 
a nnual sales, a mighty figure in 
light of their nearly $500 million 
volume last year. 

By 9:15 a.m. sharp, the 100 trav- 
eling media men had gathered for 
a morning of briefings by 25 offi- 
cials of the advertiser and its agency, 
St. Louis' D'Arc> Advertising Co.. 
in the hotel's Floridian Room. The 
large low-ceil inged area was decked 
out to depict the beer campaign's 
election theme — '"Vole for Hud 
. . . Twice" — with red. white 
and blue banners, streamers, con- 
vention toppers and. ultimately . a 
brass band as loud as a ealliorv. 

Perhaps most important to 'he 
media men. ehiefh from radio and 
tv. was confirmation of their roles 
in the proposed campaign. Bud- 



weiser spokesmen soon put them at 
ense with the tacts: 

Two-thirds of the s 1 5 million to- 
tal would be spent on broadcasting 
media. 

Spot radio gets the most impres- 
sive portion — $4,S00.()0O for ti e 
year. I n fact, spot radio's a'ul'tv 
to rack up beer sales is strongh 
underscored bv the fact that it gets 
only two percent less than the 
total for spot and network tv to- 
gether. 

The nearly $5 million spot radio 
outlay delivers 77,917 commercials 
with an estimated listener-exposure 
of more than 2. 1 billion Although 
it's difficult to come up with aver- 
ages (since schedules v ar\ in inten- 
sity from market to market. sonK 
running as long as 52 weeks, j few 
as briefly as 13). the huge radio 
bus averages something Ike 2 1 
spots a week in a total of 4" I mar- 
kets Actually, the camp nen co> - 
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THEY BRIEFED 
MEDIA GUESTS 
AT MIAMI 

Anheuser-Busch 

August A. Busch III 
vice pres., mrktg. ops. 

George W. Couch, Jr. 
nat'l brands sis. mgr. 

Raymond E. Krings 
uat'l brands adv. mgr. 

Warren D. Gibson 

nat'l brands asst. adv. mgr. 

William G. Porter 
special rep. 

Robert Stockhausen 
div. mgr. 

Robert M. Martin 
distr. mgr. 

Jerry Blank 

state beverages (wholesaler) 

Orion P. Burkhardt 
nat'l brands sis. prom. mgr. 

D'Arcy Advertising 

Harry W. Chesley. Jr. 
pres. & acct. snperv. 

John C. Macheca 
v.p. & acct. exec. 

H. Robert Thies 
acct. coordinator 

Joseph T. Donovan 
v.p. mgr. outdoor 

William R. Holmes 
v.p. mgr. print media 

Harry K. Renfro 
v.p. mgr. radio-tv 

J. Dolan Walsh 

asst. mgr. radio-tv 

Anthony J. Amendola 
mgr. reg'l. acct. sv. 

James G. Mayfield 
acct. .sv. Region I 

Ralph L. Countryman 
acct. sv. Region II 

Clyde Sussex 

acct. sv. Region II 

William F. Rosenthal 
acct. sv. Region III 

Merriti Willey 

acct. sv. Region IV 

Phil Hewitt 

acct. sv. Region V 

Norman (i. Jingelbrecht 
acct. sv. Region V 

I. Donald Ratehford 
prom, it publicity dir. 
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ccntratcs on approximately '100 
markets. 

Spot and network tv together get 
34 percent — or $5,100,000 — 
of the total Anheuser-Busch $15 
million budget. 

This large third-of-the-melon 
buys a total of 3,143 spot tv an- 
nouncements, worth an estimated 
565 million consumer impressions. 
Although the tv spot campaign for 
Bud again focuses more heavily on 
some markets than on others, the 
buy averages out to about three 
announcements a week in 163 mar- 
kets. Sponsor estimates that $3,- 
650,000 is being spent on spot tv. 

In addition, Bud will also aver- 
age three segments a week of the 
Johnny Carson Show over 182 
NBC-TV stations. This network 
coverage costs the brewery $1,- 
450,000. Since the Tonight show 
purportedly reaches 98 percent of 
tv homes, it delivers another six 
million viewers. 

Of the total budget, magazines 
and newspapers are slated for an- 
other 20 percent — or $3 million. 
Print expenditures will be divided 
among Ebony,. Life, Look, News- 
week, Saturday Evening Post, 
Sports Illustrated and Time, for 
some 173 million reader impres- 
sions. A total of 69 newspapers 
will deliver another 50 million 
readers. 

The remaining 14 percent — or 
$2.1 million — will go to outdoor. 
This figure is somewhat under the 
amount spent on billboards in 1963. 



As soon as the media indoetrki 
tion in Florida was underway^ 1 
became apparent that spokesnu 
were sequenced to provide a w| 
organized progression of inform 
tion that added up to a eompfc 
pieturct Here's how it unfolded: 

August A. Busch, hi, m 
president in charge of mariSBtf 
operations: The 28-year-old t 
of the Anheuser-Buseh preside 
opened the two-day session with 
brief history of Pick a Pair, a pr« 
motion that's now in its seven' 
year. He took the initiative I 
identifying it as "the greatest saL 
promotion in America." 

Discussing the packaging expj 
sion in the beer industry with i 
variety of containers (from 6 M 3| 
ounces), he also laid promotion 
emphasis upon Budweiser's tab-Jcf 
can: "A twist of the wrist and tl 
top is off." 

But, he warned, the ultimate wh 
ner of the raec for beer sales W 
not win on packaging ingenuity b% 
because of superior product qualif 
"And wc know how to bre 
beer," he explained. "We've 
doing it for 1 12 years." 



George W Couch, Jr., sak 
manager of national hrands: •Salt 
for the first year-long Pick a Pa 
campaign (1958) totalled 11 mi ( 
lion packs, a figure that tripled t, 
33 million last year. And, he adrfa 
the annual nine-week concentrate' 
campaign has given stimulus: il 




Storcr vice president Lionel Baxter (I). D'Arcy president Harry Che-shy;, /' 
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After general session, each rep outlined proposed merehandiwnv support for l f )h4 "I'it k -a- fair" promotion 



he whole product line all year 
|»und. 

"Our number one problem now." 
'ottch explained, "is to sell the co fl- 
ume r not only the package but also 
■ contents." 

J t rry Blank, Miami wholesaler: 
\ Budweiser, Michelob and Husch 
•Bavarian distributor for 30 years. 
Blank was representative of the 

Iirewer's 9.00 wholesalers through- 
Hit the nation. The Pick a Pair con- 
cept, he revealed, orientated with 
ii 1 

1 regtonal sales manager s sugges- 
• ion to promote the sale of two 
ktf*packs since everyone else was 
pishing the single packages. 

Still more was added to the al- 



ready plus idea when retailers read- 
ily agreed to apply the two-tnstead- 
of-one concept to other items, too. 

Budweiser prepared store-wide 
promotions to boost any other prod- 
ucts retailers might want to sell by 
two's. Shelf talkers, price cards, 
over-wire banners, window stream- 
ers and pole displays were all made 
available with plenty of blank space 
so dealers could write in the product 
they wanted to feature. In sum- 
mary, wholesaler Blank identified 
Pick a Pair "magic ingredient" 
as the advertiser's "unselfishness hi 
helping the retailer." 

R w K. Kkim.s. advertising man- 
ager for national brands: He un- 



folded the hard facts of the IVftd 
campaign, earlter revealed for the 
first time at a recent meeting in 
Tampa of 900 Budweiser whole- 
salers. ( It was. incidentally . the 
first national convention of Bud 
w holcsalcrs. who in previous y ears 
had discussed the over-all advertis- 
ing effort in separate regional meet- 
ings. ) 

As part of this year's emphasis 
upon product superiority, broad- 
cast commercials in particular will 
urge customers to pour their Bud 
right down the center of the glass, 
reversing the side-of-the-glass meth- 
od espoused on many lv commer- 
cials. "Don't keep down the head," 
Budw eiser will advise. "We spend 



PICK A PAIR PLANNING CALENDAR 



Urns -Jul? Promotion dates for 196? Pick a fair campaign .lauuarv 

ta*|tfe>| I valuatc results via reaction of Anheuser-Bu%eh 

field personnel and retailer acceptance 



Sfep&tfher l-valuate sales results 

iJi-tobtr Recommendations submitted for I promo- 

tion 

ktftcfhrur l inal approval for theme, copv and art 

itaiSMkcr finished artwork subniilted 

Advance planning for media participation 
All iileas submitted for legal approval 



I'ebrnarv 
March 

April 
Mav-.luh 



Presentation of I *»M plans to annual \nheuscr 
fctscb sales convention 

\dvance bulletins to selected field personnel 
Announcement of media merchandising par 
licipalion 

Sales promotion tools sent to field personnel 
and wholesalers 

Vlvance announcement ot I 'W promos on ■n 
trade press 

Media merchand sinu meetings 

I'oint-of-sale and other pron oiton d m ile > 

for retailers shipped 

I ollov. up vviih local media tor mer\h in I * 
support 

1'iomotion dales tor P»f>4 >. n pi -n 
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more dollars on just the bubbles 
than any other brewer in America." 

All this and more was revealed 
in a rousing 2()-minute color film 
which was staged with an election- 
year motif. The film, which has al- 
ready been shown extensively as 
part of the Pick a Pair promotion, 
introduces the key 1964 slogan 
— "That Bud . . . that's beer." 

Ray Krings didn't spell it out, 
but it was apparent that billboards, 
an important participant in Pick a 
Pair programs since their incep- 
tion, are being de-emphasized this 
year for an important advertising 
reason: longer copy is required to 
sell the factual approach of prod- 
uct-superiority, this year's theme. 
An especially large delegation of 
billboard men were present to help 
establish their continuing interest, 
despite the 1964 set-back. 

John C. Macheca, D'Arcy vice 
president and Budweiser account 
executive: The nine-week Pick a 
Pair campaign is designed to capi- 
talize on shopping patterns. Adver- 
tising will be heaviest at the start, 



with highlights at Memorial Day 
and the Fourth of July. For example, 
"store-spangled specials" in 69 
newspapers will advertise not only 
Bud but also other special items 
which arc featured in buy-a-pair 
promotions. 

Hard-working, tail and affable, 
Macheca heads a large Budweiser 
account group, including nine re- 
gional account executives. They 
were all on hand, as were eight 
others of D'Arcy's top personnel 
(see box on page 28). 

Orion P. Burkhart, sales pro- 
motion manager of national brands: 
In this vital post for only three 
months, Burkhardt is a long-time 
executive of the brewery and knows 
wholesalers and the field intimately. 
He contributed these facts: 

As a result of Pick a Pair, Bud- 
weiser expects to realize 22 percent 
of its 1964 sales during May and 
June. 

As a basic technique, each re- 
gional sales manager concentrates 
on two key markets in his area 
during the campaign, is thus able 



to assist directly in those see 
that account for 70 percent of 
sales. 

Good total teamwork is achie:, 
by giving special incentives 
drivers and other wholesaler c 
ployes during the campaign. 

Well planned as it is, such; 
comprehensive campaign isn't wit 
out regional problems. For I 
stance, Budweiser can't distriba 
its "I like Bud" campaign butt 
in Oklahoma because a curr 
candidate there for the U.S. 
ate is called "Bud" — Bud Wip 
son. 

Harry K. Rlnfrq, D'Arcy W 
president and manager of 
tv: In a 25-minute slide-film pre 
entation, Renfro showed exampl 
of merchandising support by g 
tions. This prologued 26 individu 
meetings with station reps frw 
9 a.m. to 4 p.m. the second day m 
the session. (Magazine and outdgc 
reps had a series of nine simife 
meetings the previous afternoon.) 

Budweiser makes no secret of th 
fact that merchandising support i 



Edmund Bunker, RAB president (center), awarded D'Arcy radio manager Harry Renfro (I) aitd Anhenmr 
Bitscli ad manager R. E. Krings at 1963 session for outstanding radio commercial serle. 
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BUDWEISER'S 
NEGRO STATION 
BUYS 



D'A n y's John Wat/icca 

p highlv sought commodity. As the 
•.impressive briefings by client and 
agency unfolded and as represen- 
tative after representative outlined 
what cooperative tie - ins were 
planned, it was evident that the 
common denominator was mer- 
chandising. 

Bui how do the advertiser and 
M agency actually obtain it? 

One method is through careful 
advance planning. The hot-weather 
t'kk a Pair thrust doesn't stop July 
h b\ an\ means at all. Managing 
it has become a \ ear-round cycle at 
|bMh brewery and agency headquar- 
■K. As one campaign ends, another 
begins (see calendar on page 29). 

Another great help is the 
thoroughness of the two-da) brief- 
ing sessions. As account supervisor 
Macheca puts it: "We consider me- 
|diii people as partners. Hv enndid- 
j 1 V taking them into our plans in 
advance, we win their confidence 
— and support." Hardly a moment 
is left vacant at these annual sales 
meetings. 

Another big boost comes from 
tKfe smart advertiser's media selec- 
tion, lludweiser has long been aware 
Hf the sales plus that occurs from 
buying specialized stations, for c\- 
plc. Th is year, it is placing spots 
pn 36 stations (primarily radio) 
rt^h predominantly Negro audi- 
eflas, in markets ranging from 
KOVY Little Rock to KGFJ Los 
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Ii'//. Ratlin's J oil n lio\ 

Angeles to U AW A \1iKvauk«.e. 
lair of its arch-riwil. Sehht/ ( see 
listing). It also bu\s Polish news 
broadcasts on \\ CI I - 1 V ( hicago. 
plus news and spots on Spanixh- 
language K( OR San Anicnto. 

Miami and W LIU Ne\s 

York. 

("annil\ promotion-minded. \n- 
gust lUisch bought the St. Louis 
Cardinals for h is com pain in I l ' vL 
largely because he feels "Baseball 
has ;ilw a\s been go»xl lor beer. 4 " I he 
brewers showed >east\ testiness 
l\ pica I. perhaps, of its mcr-all ad 
thinking In making its \5 mil- 
lion "iinevtment" in St I ouis' 
(*i\ ie ( 'enter rede\ elopmeut con- 
tingent on the Cardinals' gettiim a 
sat isl actor\ lease for the (.enter's 
new stadium. 

At its start, the /V. k </ l\ar l.iiii- 
paign helped lUidu eiser muu 
ahead, last and inipressi^eK lUit 
recent K the gap has closed s ( >iik- 
u hat. show mg that the score u ill 
tighten It's doing so now I or. 
while lliklwciscr has been hard at 
work, so has the competition 
sometimes in other areas, like p. it k 
aging. I his \ear. Budwcts^r is iook 
mg to do its best on two l touts 
/'/( k a l\iir\ marketinj «. 'iiu pt 
plus product superiority 1 1 t ^ 
meantime, like the w inn, r th i i 
is. its eves are alert. 0 ittu re i > V n ' 
and searching out tlu lornnhs t i 
are new ■ 
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ADVERTISERS 

Advertising, research costs hurt 
Noxzema '63 net income 



A decrease in net income for 
Noxzema Co. in 1963 has been at- 
tributed to increased expenditures 
in advertising, along with research 
and new products, stockholders 
were told at the company's annual 
meeting. 

Sales of the Noxzema Chemical 
Co. rose five percent over 1962 to a 
record high of $28,518,574, but 
net income declined to $1,429,803 
from $1,983,374 in 1962. 

"Management's planned policy 
for increased expenditures during 
1963 was dedicated to sound con- 
structive growth for the company, 
the benefits of which will be re- 
flected in future sales and earn- 
ings," said Norbert A. Witt, presi- 
dent of the company. 

Advertising is becoming one of 
the largest individual costs of do- 



"Here 
comes 
the 
caravan". 

And to see— in "living 
color" — what that 
means for our advertis- 
ers, turn to 

page 37 

of this issue of SPONSOR. 
WDSU-TV 

CHANNEL 6 • NBC 
NEW ORLEANS 



ing business, the annual report indi- 
cated. 

The periodic increases in adver- 
tising costs must be taken into ac- 
count first, the report said. Nox- 
zema must pay more for advertising 
every year to reach the same num- 
bers of people. Perpetually higher 
costs prompt Noxzema constantly 
to look for ways to increase effici- 
ency. During 1963 the company 
used new techniques and judgment 
founded on research to compensate 
for increased costs. 

The second and less obvious an- 
swer as to how much to spend for 
advertising must consider how in- 
dividual products are budgeted, 
and what effect a product's budget 
may have on company growth and 
future earnings, the report noted. 
One answer is that individual prod- 
uct spending philosophy often re- 
lates to the life cycle of a product. 

Long-established products such 
as Noxzema Skin Cream, generally 
require lower advertising ratio to 
sales expenditures because of the 
consumer awareness and good will 
that have developed over the years. 
Experience with Skin Cream is near- 
ly universal; yet the need to pro- 
tect against competitive inroads and 
seek new users is always constant. 

A growing product, in a sense, 
can measure its own future. Nox- 
zema Instant Shave is a prime ex- 
ample of a product trending up- 
ward, constantly alert to new mar- 
keting opportunities. In 1963 a test 
program was initiated in specific 
sales areas to evolve a marketing 
strategy for accelerated growth. 

Advertising has to overcome con- 
sumer lack of information and 
awareness of a new product, the 
company told stockholders. There 
is an "ignorance distance" which 
must be bridged between new prod- 
uct and consumer. The greater the 
distance, the larger the expenditure 
necessary to close the gap of under- 
standing. 

During the past year, as a means 
of making each television dollar 



work harder, Noxzema began Ujsi 
split-minute commercials.. This r 
vice combines two Noxzema bfari 
with the same 60-seeond commer 
cial. While this practice has bee 
the subject of some debate withi 
the tv industry, Noxzema feels th 
its split-minute commercials are <a| 
ecuted in good taste and comftfl 
the brands which could logically !» 
associated with each other — 
policy which networks favor, tb§j 
say. The effect of these split-mb 
utes is to permit broader expofUf 
for each of the participating brand 
than would be available if each wer. 
to use full-minute commercials. 

The largest part of Noxzema ad 
vertising investments are made h 
broadcast media. 

Consumer research has showr 
that metropolitan areas account to 
a disproportionately high perecntajjj 
of total national volume. Invist 1 
ments in spot tv announcements ii 
large metropolitan markets will sup 
plement network efforts. 

A new advertising manager 
1963, to assist the vice president' 
was the first addition to a depi'rif 
ment the company expects will §rtm 
to include people able to "supe. 
vise activities in research, meefi 
and other phases of advertising.'" 

Network tv programs the com 
pany uses include Mr. Novae, Jacf 
Paar, Ben Casey, The Virginian 
Hootenany, Jimmy Dean. Spot tv |] 
also used, especially for Skin LGfi§r 
and Instant Shave. 

Agencies for Noxzema are Dan 
ccr-Fitzgerald-Sample and Sullivffll 
Stauffer. Colwell & Baylcs. 

Purex picks up ABC-TV I, 
Dinah Shore seven padri 

Purex. via Foote. Cone Belt 
ing. made one of its big investmenu 
for the Upcoming season, signing f&A 
seven hour-long ABC-TV speiiftlJ 
with Dinah Shore. Four nighttime 
shows will star Miss Shors in a 
variety entertainment format; three 
daytime programs will see her host- 
ing either dramatic or documentary 
specials of special interest to wo- 
men, a proven plus format jffl 
Purex. 

Henry Jaffe will produce all 
seven shows. The specials will he 
eo-sponsored by Seawance Produc- 
tions and Winchester Production! 
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IiAFA questions FTC 
cigarette ad proposals 

Power of the Federal Trade Com- 
itrKsion to impose arbitrary controls 
liyr advertising or labeling of cig- 
nrttes or any other product has 
j fcecn questioned by the Advertising 
j federation of Ameriea. Not only 
does the Al A question that I- I (' 
regulatory rights, as authorized In 
I Congress, extend that far, but it 
| iho feels such a practice would 
I "establish a dangerous precedent 
I /or similar rule-making against any 
l rut all industry ," according to the 
i irgtnii/at ion's monthly report. 

Dominion offers 
I dealer tie-in with tv 

Dominion Fleet ric Corp. has an- 
\ idunccd a spring promotion in sup- 
I x>rt of the company's network tv 
advertising during the Mother's 
■Jay-June bride selling season. 
' i Appearing on the iotlny and l'o- 
\t§ht shows (NBC) for the fourth 
i -unseen the year. Dominion appli- 
L tnces will be advertised nationally 
ram April 27 through June 9. As 
J ,i tie-in deal for this period, the 
•onipany will offer its dealers a 
ree Hamilton-Cosco bookcase-desk 
i mil v'vith every purchase of an as- 
( ort mem of 12 Dominion appH- 
I .mces, The appliances will be 
, 'quipped with a special header fea- 
uring the company's t\ advertis- 
ing. 

Uew Kodak ad director 

Waldo ft. Potter, Eastman Ko- 
lak vice president and director of 
dvertisinii. has announced his 
'lans to retire May I . after more 
hart 40 years with the company. 
Ie will be succeeded as director 
}f advertising by A. Dexter John- 
on. 

I Joining Kodak in 1921. Potter 
ftarted out as a market analyst, be- 
lame director of advertising oper- 
i lions in 1943 and director of ad- 
ertising in 1953. 

Johnson, who will assume his 
ew duties as director of advertis- 
yg next month, is an assistant 
ice president of Eastman Kodak 
nd has served the company as ad- 
ertising manager since 1957. He 
ante to the company in 1934 to 
"ike charge of general window dis- 




Ji>lin<t>it I'oiirr 



play advertising. In 1 945 he organ- 
ized and became lirst supervisor of 
Kodak's regional display depart- 
ments and assumed responsibility 
for the advertising department's 
merchandising operations. Under 
his direction, the company opened 
its exhibit center and Kodak Color- 
amas in New York's Grand Central 
Station. 

Beech-Nut spotlights 
baby premium on TV 

A new baby food premium from 
Beech-Nut Life Savers is being 
promoted in 64 markets with a 
heavy 60-second \ ideo spot drive 
through Benton & Bowles. 

Promotion con ti n ues through 
National Baby Week. Apr. 25-May 
2. for the plastic toy milk bottle 
premium containing spools and 
clothespins. Commercials are being 
supported by a direct mail cam- 
paign to grocers. 

Benton & Bowles states that this 
is one of few times that a heavy spot 
tv schedule has been used in a baby 
food premium campaign. 

American, U.S. Tobacco 
report earnings healthy 

Despite conclusions made some 
time ago in I -in gland and the U.S. 
that cigarettes arc harmful, buy ing. 
selling, and advertising for at least 
two giant tobacco firms are going 
at a healthy pace. 

Net income figures on American 
Tobacco Company for the first 
quarter will not be available until 
later this month, according to Presi- 
dent Robert B. Walker. 'The trend 
of our business is such, however, 
that I do not expect these figures 
to be far below last year's for the 
same period." he added, "e v e n 
though our advertising expenditures 
for the first quarter of '64 arc higher 
than for any other quarter in the 
company's history ." 



I he company reports that P.ill 
Mall continues to be placed by in- 
dependent analysts as the hirg st 
selling cigarette in die country . 
Lucky Strike accounts for a third 
of all regular-sized cigarettes in the 
country . American's dominance is 
in the non-filter field, but filkr 
business continues to grow, accoid 
ing to a company spokesman, now 
represents 16'^ of sales compared 
to II'? a year ago. 

In filter brands, Carlton, intro- 
duced last January, "is enjoy in» 
such widespread demand that ad- 
vertising expenditures for it have 
been less than anticipated ' Mont- 
clair, which achieved national dis- 
tribution last year, has sales "in 
excess of expectations for a new 
brand." Dual Filter Ta rev ton con- 
tinues to show greater percentage 
increases than filter cigarettes as a 
group, the company reported. 

Recently. American Tobacco en- 
tered the little cigar market with 
Roi-Tan Filter Tip Little Cigars. 
While American is best known for 
its cigarettes, it has a cigar sales 
volume in excess of $50 million a 
year, it is reported. 

Business is also going well for 
U.S. Tobacco, the company an- 
nounced at a recent stockholder 
meeting. 

Accomplishments of the com- 
pany during 1 963. including in- 
creased earnings, continued pre- 
eminence in the snuff field and 
more complete integration of ac- 
quisitions were noted by Louis A. 
Bantle, president. 

Ban tie said these factors, com- 
bined with successful introduction 
of new tobacco, special tv foods and 
writing instruments product n gave 
factual support to his belief that the 
"year ahead should be one of in- 
creased revenue and progress." 

The report pointed out that 
earnings increased 20 cents per 
common share in 1963. w ith con- 
solidated net earnings totaling 
S3.S53.096. or $2.05 per sin re. in 
comparison to $3.50S.2" ? 5. or n 1 ,sS 
per share, in 1962. Sales were off 
fractionally during 1963. totaling 
$45,692,931. in comp. rison t > 
S45.S62.959 the previous year 

Advertising agencies for \nicn- 
can Tobacco. SSCevB. G rd i r, 
and BBDO \cencies lor I S To- 
bacco. West. Weir X ftartcl. 
DCS&S. 
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AGENCIES 



Agencies choose tv 



for intro of 
new wrinkle 



Heiene Curtis and Coty are how out with lotions; 
Revlon, Hazel Bishop, Max Factor to appear soon. 
Hazel Bishop exec says market could hit $100 million 



Major campaign for new Line 
Away, Coty's entry into a po- 
tentially hot market in women's 
cosmetics, was launched this month 
by West, Weir & Bartel. Tv is in 
for 75 percent of the approximate 
$l million annual budget on the 
product designed to relieve the 
age-old and old-age problem of 
wrinkles. 

Tv might well turn out to be 
the battleground. Not only is Coty 
using tv, but so is Hclene Curtis, 
the only other company with a 
wrinkle lotion actually selling in 
the market. Helenc Curtis intro- 
duced its product in February, says 
sales are very, very good. Coty 
opened national sales the first of 
this month, tv advertising two weeks 
ago. 

Hazel Bishop, Revlon and Max 
Factor have also made plans to en- 
ter the field and might very well use 
tv. There have been rumors about 
still others. 

If only 5 percent of the women 
in the U.S. over 30 use the product, 
wrinkle-covering lotions could grow 
into a $100 million market, accord- 
ing to an executive at Hazel Bishop. 

F.xpenditures for Heiene Curtis 
out of H. H. Weiss, Chicago, have 
been estimated at $3.8 to $5 mil- 
lion. "We don't really know our- 
selves. It depends upon acceptance 
of the product, plans of our com- 
petition and several other factors,'" 
says William McCartney, product 
manager, during the introduction 
of Heiene Curtis' Magic Secret. The 
compain has already spent over a 



million dollars in advertising the 
product, however, he indicated. 

Magic Secret is being introduced 
on both network tv and print, with 
more than half of the budget in tv. 
All the networks arc being used. 
About twelve to fourteen programs 
arc on the list, including Monday 
Nig/it at the Movies, Saturday Night 
at the Movies, Ben Casey, and Es- 
pionage. 

In contrast, Coty is using spot 
tv in something near 50 markets, 
about one-third daytime and two- 
thirds nighttime. The exact mar- 
kets were not disclosed, but they 
do cover about 66 percent of all 
unduplieated tv homes, it was said. 
About two to five stations are be- 
ing used in a market, seven to ten 
commercials a week on each. 

Helen Curtis began test-market- 
ing its product in February in foiir 
cities, including St. Louis and Min- 
neapolis. Coty, which joined forces 
with the pharmaceutical firm of 
Charles Pfizer & Co., its parent 
organization, since the beginning of 
the year, tested only in the labora- 
tories. 

Revlon's wrinkle-smoothing prod- 
uct being introduced through Grey, 
is slated for introduction in May, 
as is Max Factor's product. Its en- 
try will be welcomed, at least by 
Heiene Curtis. McCartney feels 
Revlon would give the product a lot 
of advertising and help expand the 
market as a whole. Being a new 
product, there is a great deal of 
explaining to do. 

Revlon savs it will not so all out 




Coty tv romriiercialx and thrre-miMi 
demonstration shown in the window 
Fifth Avenue offices attract grtfityg/ M\ 
viewers. 



advertising the product, however. 
1961 Revlon bought Fterna .27 1 
which it claims will help six §a 
of ten women get rid of wrinkle 1 
in 40 days. 

It was pointed out that soni 
women have reservations ab0pt m 
product because it Is new and I 
bit mysterious. Coty makes Mgm 
that their advertising is reassiuinf 
Product is made of natural jn 
terials and contains no hormones? ■ 
drugs, the company says. 

Time magazine points out thl 
over the years wrinkle preparation 
have been concocted from wax 
incense, ale,- bread, synthetic afhl 
turtle oils and placenta extracts, bu 
the latest lotions arc marie fi 
the proteins in cows* bjood. 

As the lotions evaporate m tin 
skin they leave a film which fill* 
in wrinkles and tightens the skit 
around them, making the wrinkle 
seem to disappear. The protein h 
in the lotioirs was reportedly ;# 
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pm£K('r-cials were made at I 'ideotape 
enter, feature demonstration of how 

f prod in I takes effect. See pictures at 

e ri^ht. 



'loped during World War 1 1 as a 
Legible emergency substitute for 
atrium blood. 'I his idea has been 
hoarded, but the protein is now 
<d to dilute human blood u hen 
.'termining its type. 
I Isolating the protein from the 
nvs' blood is said to be a pains- 
king and costly process. The lo- 
on made thereof must be bottled 
nder extremely sterile conditions. 
Wilson & Co. supplies Ha /el 
ishop with the cows' blood; Ar- 
p*tr ifc Co. supplies Helene Curtis, 
'ikon sa>s it takes 1,000 head of 
it tie to provide enough raw ma- 
rk! for 500.000 one-fifth ounce 
ittles of Sudden Change ( name of 
j-i**. product ) . 
Ccsty describes its Line Away, 
pica I of all the similar products 
mjing out. as a clear protein lo- 
rn that goes on in seconds, needs 
itv two or three minutes to take 
feet, and lasts up to fi\e hours 
' mare. The wearer needs only dab 




\ 




,-f v<'"< v and prodiu nun personnel reatlv the model for \JltiolifW. I.ivhtin • n nn 
important. as the difference in the wrinkles and sootlum; of wrinkles mu\l shon up 
i lenrlx on tv screen. 




Model gets ready to put on drops of Colv's Line A w ay formula, with < lot k on tin 
screen at 11:00. Camera is on the fat e the entire three minutes n< t < ssars for t lam u 
to lake place. 



W hen time is up. a one-minute commercial is made from thrt <• nunutt s oj nip< In 
condensini; the effects through animation. Hi re, i lot k registers J 01). I otto i n is 
applied to left eye only. 





on a lew drops of -he product. 
Alter a period of time the effect 
can be renewed by using a little 
water. The clear, colorless liquid 
is applied to skin that has been 
freshly and thoroughly cleansed. 

During the few minutes the 
product needs to take effect, the 
face should be in complete repose, 
for the lotion must be allowed to 
form a smooth unbroken new sur- 
face over the wrinkles to make 
them disappear. This new surface, 
Coty claims, has a beneficial effect 
of its own, for in addition to 
smoothing away lines, it forms a 
protective barrier that helps to re- 
tain the skin's natural moisture. 

Those who wrinkle their eyes or 
make lively use of their facial 
muscles in animated conversation, 
may become aware of a little flak- 
ing as the hours go by. If this 
occurs, a drop of water renews the 
holding action. A new application 
of the lotion applied two or three 
times a day maintains the "wrinklc- 
frcc illusion." 

Prices of the products entering 
the competition vary somewhat. 
Coty's Line Away, Hclcnc Curtis' 
Magic Secret and Max Factor's 
product will sell for $5. Max Fac- 
tor has an introductory offer of 
$3.95, however. Rcvlon's product 
will cost $4.50. Hazel Bishop has 
the economy entry, to sell for 
$2.95. 

It has been published that the 
product costs peanuts to produce, 
and therefore is slated for ex- 
tremely high prices on the market. 
Product managers interviewed by 
Sponsor refute this idea. McCart- 
ney, speaking for Hclcnc Curtis, 
says it is one of the highest costing 
products to produce, and the margin 
of profit is below average for cos- 
metic products. 

The importance of everyone hav- 
ing a good product is stressed by 
McCartney. If a woman tries and 
it doesn't work, she may not try 
others and throw out the whole 
idea of wrinkle-smoothing lotions. 
McCartney says he has sampled 
batches of competitors' lotions and 
l hey do not all work. *'lt is possible 
that ihey rushed the product during 
its production at times," he says. 
"If that happens (he lotion is just 
not effective. It can't be rushed." 

Market for the product is women 



between the ages of 35 and 60,! or 
about 44 pcrccm of all the women 
in the United States. The potential 
number of female buyers would be 
near 42 million. This generally 
follows the population line, accord- 
ing to Bob Decker, associate media 
director at WW&B, handling buys 
for the Coty product. 

Decker felt that tv was a must 
for introducing the product. It not 
only is exciting but reaches the 
women quickly and efficiently. Pro- 
grams could be selected that reach 
primarily women in the desired age 
group. He also mentioned demon- 
stration. The Line Away commer- 
cials arc 100 pcrecnt demonstra- 
tion. 

Produecd at the Videotape Cen- 
ter in New York, they cover the 
three-minute period from applica- 
tion to the time the effects begin 
to show. The actual commercial 
is only one-minute, but animation 
was used to speed-up the ehange. 

For Helenc Curtis, the process 
took about nine minutes in front 
of the cameras. Then one-minute 
was extracted. The whole nine 
minutes were kept on file, however. 

The suecess of the wrinkle prep- 
arations will depend on their recep- 
tion these first few months. Unfor- 
tunately, if April showers bring 
May flowers, they also wash away 
the wrinkle lotions. ■ 



Bozell & Jacobs 
opens Phoenix office 

Bozelle & Jacobs Advertising 
Agency has announced the opening 
of an office in Phoenix. Headquar- 
ters in Omaha, 
B&J now has 1 4 
offices across 
the country, in- 
cluding New 
York, Chicago, 
Los Angeles, 
and Washing- 
ton, D.C. 

A member of 
the 4A's, the 
agency offers 
marketing, creative, research, med- 
ia, merchandising, and public rela- 
tions counsel to national, regional, 
and local accounts. 

Manager of the Phoenix office 
is E. Thomas Morrow, Mor- 
row brinus to Phoenix 10 years of 





Wolf 

Wolf first joined 



Morrow 



experience in agency managemia 
account service, and creative- wan 
on such accounts as Northern Niafid 
al Gas Co., United Gas Co., MutW 
of Omaha, United Omaha, Fsti^ 
moat Foods Co., Store Brewing C» 
Northwestern Bell Telephone £■ 
and various financial advertisfing 
Henry C. Richter is creal« 
director and account exeeutlr 
Richter has most recently opi- 
ated his own agency in Phocni: 
serving a number of local account 

Wolf named senior v.p 
by Lennen & Newell 

George ^8 
has been name 
a senior ^ 
president 
Letfnen & 
ell. 

A vice pel* 
dent and dircc 
tor of eontiter 
cial ptM&.umm 
at the agerie 
since ISi 
the agency to 
1960 as a tv program: supervis® 
Prior to that he had been vt 
president for radio/tv at Mull 
rauff and Ryan, and had held, m 
eeutivc positions at Gcyer AdvSfiS 
ing and Foote, Cone & Beldi.flf| 

McCann selects L-orofl 
as European manager 

Peter Lome, currently rnansfgt 
director of MeCann-Eriekson Ad 
vcrtising, Ltd., London, has be r eni£ 
lceted as, regional executive for Mc 
Cann-Erickson offiecs throughm 
Europe, 

Lofne has also been appoilto 
chairman of the board of the Leu 
don company. His place as roM 
aging director is being taken; fe 
Frank Brickman, previously 
sistant managing director. £jfl 
joined McCann-Erickson in 1JC 
as director of marketing after 1 
years with Alfred Bird & Son Lin 
ited, the British Division of Gwifi 
Foods Corp., where he wm gc~ 
cral sales manager and exeCuM 
member of the General Foods rear 
keting committee. He was appolfif; 
cd director of the London aggUC 
in 1955, assistant managing df 
rector in 1957, managing dirt-fit 
in 1960, 
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during a week- 1 
on WDSU-TV, th 




as the tapes are 




sy see the mte 

Civic leaders tell their plarfi 
Their women leaders chit m 
kWDSU persona I kits . . . 
^fc The kids sm themselves 

■ This builds station 

V you cannot measure, Bs 
f with television— -it's not onl 
fir you go— but how pj 
; ypu am to your 

WDSLMV Channel 6 

NBC in New Mm 



> it 

HP. 



!( 



AGENCIES 



ienyon & Eckhardt, CPV make 
international agreement 



Keinon *x; Fekhardt and Col man 
'ranis i.^ Varlev. a largo intcma- 
jfertal agency headquartered in l.on- 
Wx, have made a joint agreement to 
g»]tfire minority holding-!, in each 
tf's agenex and work together 
ij 25 combination offices around 
jfe world. 
%.&,E, now billing about $95 mil- 
?tji;, has offices in 10 foreign coun- 
CPV. billing about $31 mil- 
wn, has offices in 17 countries, 
wo of the offices which overlap 
ill either be combined or work sep- 
ratck. Details have not been 
terfecd out. 

Reportedly, the '"minority intcr- 
*f ! means about 20 to 30 percent 
cquisition. K&E holding a larger 
ferest in CPV than CPV holds^in 
&.E. The agreement, not actually 
adored a merger, is perhaps the 
jtrat time two agencies have agreed 
a work together on a world-wide 
asis. It has often been done in sin- 
o markets. 

"Effective immediately, the agree - 
iiM moons that some agency per- 



sonnel from KA.I w ill be going to 
London, but otherwise personnel in 
the different agencies u ill remain 
the same, perhaps meaning only the 
addition of a few new people hi rod 
at the local level. Main of the agen- 
cy names u ill be changed to reflect 
the financial ties, a spokesman for 
the two firms said. 

Considering the combined billings 
of the two agencies, the operation is 
the third largest overseas advertis- 
ing complex. 

Dr. I). IE. Stewart. K&h presi- 
dent, and A.N.C. Varlev. CPV 
boa rd chairman, made the following 
joint announcement: 

"We have been concerned with 
rightfully positioning our agencies 
among the world leaders of inter- 
national advertising and also with 
injecting into our overseas opera- 
tions the best of two worlds — 
American-British expertise com- 
bined w ith the know ledge of the 
specific requirements of local mar- 
kets. 

"This task has been accomplished 



bv financial afr.ingt.ni nts when, by 
KA.I is acquiring a minority huldiii • 
in ( PV ami its overseas sub uli.tr 
res. ,iiul ( |'\ will havt ,i curie 
s ponding interest ui K\ I \\ Ink 
overseas officials w ill ojx.-r.itc sep 
arately where appropriate, or e«m 
jointly where advisable, K.v I 
I S A and ( P\ -I K will continue 
as independent!) managed com 
panics," the announcement said 

I he joint of I ices include the fol- 
lowing countries Belgium, I ranee, 
Germain. I tab. Spain. Switzerland. 
I K . Iran. ( olumbia. ( bile. Vene- 
zuela. Mexico. Guatemala. Panama, 
Nicaragua. Jamaica and I nnidad 
Other l uropean countries, plus 
Australia and Japan, are among the 
next targets. 

Statistics on Negroes 
available to agency men 

Hie I 'nited States Department of 
Commerce has issued a "Subject 
Guide to I960 Census Data for the 
Negro population."* 

I he guide brings into one place 
information on Negro population, 
the geographic areas for which thev 
are presented, and the name of the 
specific report in which the) have 
been printed. 

Information on the Negro popu- 
lation is available in varying detail 
for the I S., states, cities, counties, 
and standard metropolitan statisti- 
cal areas. Topics covered include 
total population counts, age. state 
of birth, number of \ ears of school 
completed, information on fami- 
lies, employment, occupations, and 
income. The report is available 
through the Bureau of Census. 



WQpfWU m lives of Kenyan A Eckhardt and Column I'rcniit S. I tirlev at a met tins! 

Vh York this month, l.-r iscated) A ..V C. \ 'tirlev. hour it i/wriwi and •>'< 'inei'i,' 
wL CP! '; David C. Stewart. KS E president; tstundim;) D J Maph <, dirt < tor, ( f'\ . 
R, Cort, joint /mtnmvttlg diret tor. CP I': iiitimarlo ftowim. k<Sl I ./' intern i- 

miml. 



Marplan, SCI, Infoplan 
consolidate in Chicago 

Marplan. SCI and Infoplan w ill 
consolidate their Chicago operations 
in a combined headquarters 

"The move will enable the three 
companies to offer complete com- 
munications services in market re- 
search, sales promotion, and pub- 
lic relations to midwest clients from 
one centralized location." according 
to J . I rank Gildav . president of tlu 
parent organization. Communica- 
tions Affiliates 

Managers of the three organiza- 
tions are James J Brcnnan. M r- 
plan. Jem \dler. SCI and \n I 
F. Rhoads. Infoplan 



■"@IS©R / April 27, 



1964 



41 



rh'JniUK o ■ I VI IVI Arrive I 



tuned in 

to 



IIIIIIUIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIII^ 

Gardner holds art exhibit 



WSHTV 



FLORIDA'S 
CHANNEL 




B Robert Neunreiter, media estimator at Gardner Advertising, sho-ws 

| William Spencer, executive vice president, the photograph he entered 

| in the agency's first annual art exhibit. Art directors, other staff mem- 

M bers and their families exhibited 108 paintings, photographs and 

B sculpture. Neuiireiter's color photograph of a speeding car IM a 

M special merit award from the judge, Fred Conway, artist and instructor* 

liiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiu^ 
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College seniors visit 
advertisers, agencies 

Last week 110 college seniors 
from all over the United States took 
a behind-the-scenes visit to major 
advertisers, agencies and media. 

As part of the 14th annual Inside 
Advertising/Marketing Week, the 
program is designed to create an ac- 
curate picture of advertising and 
marketing as it is today, and to cor- 
rect some of the distortions the in- 
dustry has suffered on the college 
campus, according to R. Steele 
Sherratt, chairman of the event. 

The program is sponsored by the 
Advertising Club of New York and 
the Advertising Women of New 
York Foundation. 

The program includes presenta- 
tions by Benton & Bowles, MeCann- 
Erickson, Univac division of Sperry 
Rand, McGraw-Hill, United Air- 
lines and Colgate-Palmolive., among 
others. 

Coleman-Parr creates 
executive plans board 

Colcman-Parr, Inc., a western 
advertising agency billing in excess 
of $6 million, has created an execu- 
tive plans board to direct agency 
policy. 

Chief task of the new board will 
be to coordinate over-all agency 



activities and direct all sales plm 1 
ning on a national basis, accordin 
to Charles H. Parr, Sr.. president* 
"My commitment to clients acrps 
the nation have required my 
sence from the agency frequently 
say Parr. "Formation of this plat 
ning board will enable the group 
direct policy and make major de 
cisions on a continuing basis," h 
says. 

Hoyt uses Fair stamp! 
for promotion idea 

Letters in specially designed M 
vclopes commemorating the openjta 
of the World's Fair were Pot 1 
prospective clients last week k 
Charles W. Hoyt Co. The en^etepe| 
bearing the new stamp, were 9m 
celed on the first day of issug, an. 
mailed from the model -post offic 
at the Fair. 

Inside was a message telling ho* 
the Hoyt agency put "'plartftid m 
vertising to work" for one of tfc 
Fair's, exhibitors, Barnham & 
rill, makers of B&M Brick Qm 
Bake Beans and other producl* 

The agency supervised the ik 
sign and construction of a walk*i 
bean pot exhibit. The bean pot ir 
corpora tes the spirit of the" ma 
England flavored radio campaigJ 
prepared by Hoyt. 
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Buying and Selling 



Job switching — media's 
worsening malady 

.»ck Of full knowledge about future opportunities 
uefs "needless shifts" from one agency to another. 
Jet the facts before moving, advises K&E mediaman 



Lavmuioe C. Clavpool 
mm UiTccior. 

cinon & Kikluirdt. Chicuuo 

I ¥i- ky vvtiK a number of young 
I. people come to me looking for 
ireers in advertising. Yet their 
pfe-standing of the business runs 
r gamut from the Uucksterish 
page of the '30s and '40s to the 




jLau 'fence C. Clay pool joined Ken- 
yan d Eekhardt, Chicago, as incdui 
lircctor in 1963. lie came to the 
ryf/irv jrom J. Walter Thompson, 
►< here, since I960, lie had been 
broadcast supervisor on the Kraft 
''pthls, Oscar Mayer and llelcne 
"~W4is account*, among others. He 
Hp entered advertising via Tat ham- 
'-airifs print production department, 
ml later nw in charge of all the 
Kcncy's account service duties for 
"HKter A (iambic products. Sub.se- 
IW/if/y. lie became media manager 
or a variety of accounts, including 
\rkcr Pen. General Mills, Ovalline 
'"</ Lib by. Chiypool was graduated 
the University of Illinois, where 
m majored in journalism. 



more realistic Madison Avenue 
U.S.A. 

Perhaps the fiction-written past 
and present has attracted them. 
Maybe it's the cocktail conversa- 
tion at various gatherings, or per- 
haps it's the college courses. What- 
ever it is. our image is far-reaching. 

But the honest facts escape 
them. They seem not to know that 
the life-blood of advertising is 
pumped through the sales chart of 
our clients — that ours is a busi- 
ness of buying and selling — de- 
pendent solely on the jingle of the 
cash register or the scratching of 
the purchasing agent's pen. It's not 
fun and games. But they learn fast. 

However, from the diversity of 
opinions on advertising comes one 
of the basic attractions: the busi- 
ness is composed of many person- 
ality extremes, each being attracted 
for different reasons, each contrib- 
uting his or her traits and views. 



I he davs ol the slercoiv pe are 
gone. \N e nou have doctors, law 
vers and Indian chiefs \\c h iu 
the wild individualist and the facts 
first and theory -last ariahst I Ik sr 
goals are not the same 

Once the\ are attracted to ad 
vertismg and roosi there, a two- 
part problem develops. i\ lint ' 
them to sia\ in the business, and 
then, spceiticallv . to sta\ with umr 
company . 

Media seems to be an area ol 
great turnover. I rainees at agency 
A become estimators at B. sheii 
scum to C as assistant havers, on 
to I) as fullfledged ones, then de- 
fect to I: as supervisors (complete 
with all the confidential informa- 
tion files of client X dating from 
the Great Wall of China toV/H-h, 

Like salmon and their cycle, the 
battle upstream is almost or is 
complete, depending on the in- 
dividual's goal. 

And. like the salmon, main do 
not make it. Not that most could 
not, but for a variety of reasons 
they do not. For example: 

1 . The various media snatch 
prospects into sales. 

2. They join the ranks of the 
young, eager account execu- 
tives. 

3. The glitter of advertising was 
fools' gold, so he or she again 
becomes a rich man. poor 
man. beggar man. thief. Not 
in advertising. Maybe not 
even in a related field 

These three, plus the job-skip- 
ping between agency media depart- 
ments, make up an expensive 



htmte of the younger KAh (Chicago) media e\ccuti\c% are 
Kopic. R. I aas, J. loley, I. Biackman. II. Wugnuson and I 



il-rl M. <) Connor. 
Petersen 
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problem. Let's look at them more 
clearly. 

In the case of the hopper, was 
it necessary? Usually not. But that 
person left for several reasons: 

Money. Usually around $2 to. 
3,000 more a year. But it's a 
two-way street. Management 
shouldn't be blackjacked into meet- 
ing the raise, or maybe not even 
a small portion. However, they 
should realize the investment they 
have, and it usually happens that 
to get a man of equal experience 
costs more than the present salary 
level of the deserter. The person 
leaving should realize that he, too, 
has an investment with the com- 
pany — the time it takes to become 
known to his associates — to be- 
come a known quantity, which at 
times can be more important to 
his future than money. 

Opportunity. The job switch 
may be purely a lateral move, and 
the responsibility with the new 
agency is the same as with the old. 
However, he feels the opportunity 
for advancement will occur more 
quickly than at his present agency. 
Ideally, the employee should con- 
sult management before leaving so 
that he can see what's in store. In 
many cases, opportunities at the 
present agency arc greater than 
imagined. 

Advancement. Here the move 
is not lateral but one peg up. And, 
as in the preceding paragraph, 
management should be consulted 
to sec what is around the corner. 

Challenge. Now the job hunt- 
er is shifting not necessarily for 
any of the above three reasons, but 
for a more difficult one for man- 
agement to combat. Everything 
may be the same at the new firm, 
but the position is more challeng- 
ing, requiring more responsibility 
and creativity. Or. this can be a 
tool of management — the em- 
ployee may stay for the same rea- 
son. Perhaps a new job can be al- 
lotcd which furthers the employee's 
experience or training while it 
helps the agency and client by im- 
proving the service. 

The next three factors require 
different reasoning and persuasion. 
The shift to sales, account work, 
or moving out of the business en- 
tirely arc obviously not in the same 
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GENE HOBICORN: 
specialized 'pitfalls' 



"Specialization in buying is often 
limiting in that the timcbuyer does 
not get enough all-media exposure. 
The specialist knows his markets 
and can quickly execute his buys, 
but often he may not know how 
this relates to the entire media pic- 
ture/' says Gene Hobicorn, all- 
media buyer on Ogilvy, Benson & 
Mather's General Foods (regular 
Maxwell House Coffee and other 
products) account. 

"The buyer's abilities are limited 
because of his bias toward one 
medium," continues Gene, "leaving 
him a professional, but only within 
his specific area. To circumvent 
this, the buyer should strive for an 
all-media background through at- 
tending seminars, developing and 
maintaining contacts with others 
in the industry, reading trade books 
and any other avenues open to him 
to add to his media knowledge." 

Gene joined OBM in August 
1963, after a one-year stint as time- 
buyer at JWT on Liggett & Myers' 
L&M and Chesterfield cigarette ac- 
counts. He first entered advertising 
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Minium 



vein as the preceding discussion. 
The end result, however, is worse. 
The person is lost not only to the 
agency, but to the media field or 
industry entirely. 

In many cases the move is made 
without adequate knowledge. The 
sales or account end may sound 
more glamorous; thus an emo- 
tional, not rational, decision is 
made. And there arc many pitfalls 
and pratfalls hidden beneath the 
underbrush. The young person can- 
not be expected to have insight 
into a situation that comes only 
with experience. Once all the facts 
arc known, a choice can be made 
intelligently. And the facts should 
come not only from the prospective 
new employer but also from the 
present one. 

It can't be emphasized enough 
that the employer-employee rela- 
tionship should be on a personal 
basis. Never forget that this is a 
business of people, and the only 
products are ideas. Guiding, teach- 



as a media analyst with BBDO i 
i960, later becoming an assktar 
buyer for numerous accounts^ 1^ 
eluding Schaefer Beer, N. Y. Tit 
phone, du Pont and B« F. GoolrW 
Bora in Brooklyn, where he live 
with his wife and their 18^m»nt| 
old daughter, Gene graduated food 
CCNY in 1960 with a BBA degre 
in advertising. Among his hobbite 
he is an avid amateur 
pher, and a sports enthusiast. 
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ing and encouraging bright yOttti 
people to stay in advertising 1 
paramount, and media, cow® 
second. 

And the only way this can b 
done is to cammurrieate. Cofltei 
sations between entployer and M* 
ployee have been known to ffib' 
any kind of problem and can fn 
courage any amount of success. { 

After all the talking is done. 8 
down with a sheet of paper an 
make two columns: pros and fifii? 
Weigh everything yourself and, ft 
may not find the grass is greener, r 



R, J. Reynolds buys 
heavy Spanish TV start 
Spanish language television an 
uhf both received a shot in the S$i 
with R. J. Reynolds* purchase ofL 
one-minute spots per Week a 
KM EX - TV Los Angcjei a», 
KWEX-TV San AntonioTRene At 
sclmo, executive v. p of the 5paoi$) 
International Network and Se\ 
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' ork representative of the outlets, 
iwrfirnuxl the 52-week. sale, con- 
fers it :i major breakthrough for 
p.iHisli-lanuii.iue t\ . Reynolds is 
It first tobacco coinpam to enter 
ie SIN client hsl 

|©p appointments 

A»cr>-KinKk*l has been named 
ational sales representative for 
U:\L Dallas . . . YVI-YI Garden 
*ft}\ N.Y. lias designated Ro^er 
yOumor its national representa- 
Hwf . . . (irant Weld) has been 
p pointed b\ Laredo's K\'OZ as 
Vl'hisi%e national station represcn- 
itthe . . . KHHL Shre\eport, has 
Mjnrd II-K Rcprcscntntiu's its ex- 
lu'sive national spot sales rcpresen- 
jthe. John Hlair is the outgoing 
v present alive for KHKL. 

I 

Ehlers Coffee spots 
irew in N. Y. market 

j The largest local spot radio eam- 
Mten in the historv of Albert Hhl- 
rs, Inc.. has begun in the New 
A'ork market for Killers. Coffee, 
through Co-Ordinated Marketing 
Agency. 

During the next I 2 months, more 
han 2,400 spots, valued nt over 
^ 1 50.000. are scheduled on \\ NIK* 
ind WOR. The YVNBC spots are 
irimarily slated for news shows and 
\\U also include two commercials 
XT da\ on the Hit; Wilson Show. 
I he Peter it Mary Show, John 
nvnhlini!. Martha Deane and Ar- 
ene Francis programs arc among 
he WOR shows slated for the 77- 
ear old coffee producer. 

New cigarette lights 
jp with tv spot debut 

American Tobacco, through Sul- 
i\an, Stauffer, Col well Bavles, 
s using tv spots in Indianapolis and 
Buffalo as part of a promotion for 
i mi's new Half and Half filter cig- 
irefte. 

Tobacco is same Half and Half 
niuure as in the pipe tobacco 
ilcnd of the same name, that ac- 
counts for an estimated 10 percent 
»f national sales. 

The 1 0 and 20-second spots are 
unning in conjunction with a hea\\ 
"»rint campaign. Additional markets 
\&\ be added in the near future 
in a regional basis. 
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Color film highlights station promo 




\t« York Hilton mm the scene of \\ HAI'-I V I t. W orlh-D.ill.is 
1 1 rm- Ik- (Mi fete for 60(1 ml a«enc> , network unci mher iniinsin leaders. 
I liuliliulit w :is :i soimd-on-film color prcscntalion of ihi* I c\:is station's 
market, liuoitti those :it icti«l i nu were |l-r| I!. I'. Mifcnson, inarkel inu 
% ice president of Corn Products, VXR's :issoeiale media director llinmas 
l.> ncli. Ra> Jones, supervisor, spot coordination unit, and (ieorue ('. 
Castleman, \ ice presidenl for t> at I'eii'rs, (.'rill in, \\ mutuant, station 
representatives, which co-hosted affair with National Sales Rcprescnia- 
li\ es. 
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ON RADIO? 



Get a great jingle, that's how. From 
Studio Ten Productions. 
Studio Ten is new, and young, and 
vigorous. Studio Ten has an outstand- 
ingly creative talent team. Studio Ten has 
really big facilities. Plus the best equip- 
ment in the business. 
Studio Ten is already gaining an enviable 
reputation for reliability. 
Tear out this page, send it to Studio Ten. 
and you'll get your very ov.n png'emari 
by return mail. No obhgat on except to 
listen to him for five minutes 
We'd like your business. Ho.-, about if 



a STUDIO TEN PRODUCTIONS 

SUITE 13?9. EXCHANGE BANK BLOG 0*U* 



TV MEDIA 

Cookies go to Europe 
for live-on-tape sell 

Stella D'Oro, first American company to explore 
use of on-location video tape in Europe, finds 
satisfaction with line standards and dollar results 



THE ARTISTIC AND FINANCIAL 
benefits of filming abroad are 
an old story on Madison Avenue, 
which has often traveled to the 
Champs Elysees and Via Veneto to 
make commercials. But the Old 
World as an on-location site and 
technical source for video taped 
commercials is a brave new world 
for American admen. 

One would expect the initial foray 
to be made by a Standard Oil or a 
P&G. In fact, it is Stella D'Oro, a 
small New York-based baker of 
"Continental" cookies with dis- 
tribution in 35 markets, which, in 
looking for a fresh way to woo the 
American housewife, has become 
the first American company to ex- 
plore the use of on-location produc- 
tion of European video tape com- 
mercials for stateside consumption. 

"We were after commercials 
with mood, romance, charm, feel- 
ing," said Murray Firestone, pres- 
ident of Stella D'Oro's Philadelphia 
agency, Firestone - Rosen. "We 
wanted a documentary atmosphere 
of realism and bclievability." 
Since the 35 to 40 products in the 
Stella D'Oro line have an Italian 
"flavor," all the campaign's crea- 
tive ingredients called for the life- 
like quality of tape and the atmos- 
phere of on-loeation European pro- 
duction. So — Firestone created a 
series of six 60-second soft-sell, 
whimsical spots, lined up one of 
the veterans of the tape business, 
freelance producer Nat Eisenbeig, 
and set out to get his commercials 
produced. 

Although tape has been around 
for some seven years on this side 
of the Atlantic and is by now an 



established institution with most 
national and regional advertisers, 
its use in Europe has been rather 
limited. Tight government regula- 
tions and the scarcity of commer- 
cial tv time have already spiraled 
commercial-production costs sky 
high, inhibiting any extensive ex- 
perimentation with tape. And as 
far as the U.S. advertiser is con- 
cerned, there is the complication 
of differing line standards, the un- 
predictability of an on-location 
tape job 4,000 miles away from 
home. Firestone-Rosen — which 
used to be W. B. Doner — wasn't 
put off. It focused its transatlantic 
sites on the one non-government- 
controlled outfit on the Continent 
equipped to tape on-location com- 




Lighting director Bill Knight makes pre- 
h'glMfiig adjustments' for Lady Stella 
Assortment spot, while Eiseiihert; sneaks 
20 winks from typical 12-hour taping 
day. 



mercials to U.S. technical staiM 
ards — Inter Tel. WK 

InterTel, was formed in tS ' 
Spring of 1961 with a backbone 
Americans who had been ahTfiHf 1 ' 1 
with Intercontinental Television, t 1 " 
now-defunct group, which i,B 5 
among other things, the Ed Sulliv, 
Show in Moscow and Dave I ' 
roway in Paris. Under the helm y il - 
president Erik Hazelhoff, Irttfirl 1 
has grown into a group of ' 
related" production companies 1 J 
eight countries around the wed I ,f 
Film production is still the brea I ^ 
and-butter part of its business^ a 1* 
cording to Hazelhoff, who fjgur 1 ' 
that for every foot of tape, intlM' 1 
Tel produces three feet of filiS- 
It has done a great deal of ftM' 
work, both programs and commc \ 
eials, for U.S. advertisers and n&m" 
works. In the taped program atiB* 
it's well known for its work < i 
France, Sweden, Denmark, Hfl 
gium, and Austria for NBC's fr 
ternational Showtime, ABC^TV I 
Wide World of Sports, and, maM, 
recently, the Winter Olympics frol: 
Innsbruck. But the six Stella B'Qx I 
spots, which were shot last Dccs&H) 
ber and hit U.S. tv screens Mswfl 
30 in 12 major markets, repre&ei j 
lnterTel's maiden venture in tfliB 
taped commercials for U.S. aW? I 
(though it subsequently taped 
few billboards for Schlitz, via Le I 
Burnett, for use in its sponsorifojM 
of the Olympics). 

"We're just getting into oO 
stride with video tape commercia I 
for U.S. advertisers," said "Bme 
hoff, predicting "a sizable breaU i 
the dam toward Europe for t3p£ 
commercials" now that AftBa 
ican admen have discovered the 
n reliable and technically skfllf 
tape operation exists over there! 
If he's correct. InterTel will b 
right there ready to handle tli 
overflow of business. As Haze! 
hoff sees it, his group, has fall 
distinct advantages for the VM 
adman in Europe that ho M&m 
existent outfit has: 

(1) As noted, it's the only pri 
vate mobile video tape company b 
Europe w hose equipment will -m&n 
on any of the recognized line stand 
ards. A more flick of a switch §1 
lows InterTel to tape to the 0*1 
technical requirement of 525 line- 
the European requirement of &$ : 
or the British (which will soon h 
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gucricd to conform with the rest 
piirojv) 405 lines. 
1 2) Its multi-lingual crew in- 
Cules several Americans, all of 
horn ha\c worked extensively in 
pimeneals and program proilue- 
m in this eountrs and are fam- 
ijr willi US commercials tech- 
iqucs. Equally important, there's 
) language problem in working 
th U.S. producers and agencies. 
(3 ) It maintains offices in Am- 
ierdam, Brussels. Buenos Aires, 
ondon, Madrid. Munich. Paris, 
nd New York, offering unique 
ternational mobility . 
\4) It boasts the "most complete 
ud advanced four-camera two- 
I \nlpc\ mobile unit on the Conti- 
I lent and another in Britain, built 
| iv Marconi to meet Inter lei's re- 
I uirement that it accommodate all 
I .ruipriient normally associated w ith 
I n equivalent comprehensive studio. 
I I How did this '•first*' for Inter Tel 
I ork out? Firestone and lii sen berg 
I avc nothing but praise for the 
I uoperation and skill with which 
mm I liter Tel crew handled the job. 
I tliich had its quota of usual and 
I ime not-so-usual on-locntion tape 
< reduction headaches. The mobil- 
I y of the equipment allowed the 
I folia D'Oro people to tape five 
I D-lccond spots in Milan in four 
I pys and one spot in Munich in 
I via days. ( The mixing and editing 
ere done later at Videotape Pro- 
I uctions in New York.) And. 
[ Jdcd Firestone. "We would have 
I ud to spend much more money 
\cr here to duplicate the same 
frnosphere we got abroad." 

If there were some second 
noughts and home-sick glances 
*roNs the Atlantic. Hi sen berg rem- 
Imced fondly, they'd have to be 
(talked up to acts-of-god and 
chocs of antiquity. 

"1 guess the first pang came on 
lie first day out taping. It never 
lows in Milan — or so we 
ought. But that first day we might 
jst as well have been in Alaska, 
utkily, Murray Firestone is fast 
id flexible. He rewrote the o pen- 
is (Tome to sunny Italy for a 
vit — oops, wrong time of year 
r but no matter when, you can 
Op at a famous cafe for some hot 
<fF£s,so and continental cookies.'), 
taking the best of some bad 
e attic r and adding a special touch 
f whimsv to this commercial." 




.Snow blanketed the I'tazzn (/<•/ It noma the first ihiv out shoolinc. l.Ut ktl\ Sfttrrin 
I irestone is fti\t ant! flexible, even •).()<><) miles from I'lnltidelphiu. lie rt « rati tltt 
opcnuit;" 




"II V went to five \lilan restaurants until we found A l/io's." notes- Eiu'nberg, This- 
.shot is a classic i I lustra tit m of why Stella D'Oro took its tape job to i'nropt li'e 
could never achieve this same atmosphere ami realism in a set-up studio sh< t 



Mobility of the Inter I el operation made it possible to nunc the lot t a M oi I 
restaurant for the final spot in the series, the commercial for I.e.: h < hi I 




"The restaurant we'd selected 
for the Broadstieks spot was buih 
over a charming, mid-European 
canal which, we discovered at the 
latest possible minute, wouldn't 
support InterTcl's multi-ton mobile 
trucks." Eisenbcrg continued. "We 
had to wait until all normal traf- 
fic was quiet, so we shot this one 
between midnight and 5 a.m. For 
the Customs scene in another spot, 
we finally found a uniformed air- 
port official with a beautiful Ital- 
ian face — great mustache — and 
spent an hour rehearsing him. In 
the three minutes it took me to get 
from the airport to the tape truck, 
the Customs boys yanked him (it 
turned out he was an Immigrations 
officer) and substituted one of their 
own in the 'interests of reality'." 

But Italian temperament aside, 
Eisenbcrg — whose extensive tape 
background includes directing for 
CBS, NBC. and numerous agen- 
cies, management of Elliot, Unger 
& Elliot's tape division, and his 
own tape production house, Gen- 
eral Television Network — be- 
lieves with Firestone and Hazcl- 
hoff that the use of on-location tape 
in Europe is the hottest area of 
creative expansion now available 
to American admen. ■ 

Carino, 2 others get 
Storer v. p. stripes 

Lawrence M. Carino, general 
manager of WJBK-TV Detroit, 
Harry A. Steensen. company trea- 
surer, and Abiah Church, attorney 
and assistant secretary, were all 
elected vice presidents of Storer 
Broadcasting at April board meet- 
ing. A. W. M ucllcr, budget director, 
was named assistant treasurer. 

Having joined Storer in '61 as 
general manager of the Detroit tv 
operation. Carino was previously 
general manager of WWL-TV New 
Orleans. He began his broadcasting 
career in 1 944 as a page with ABC. 
was subsequently general manager 
for the KTNT stations in Tacoma. 

Steensen. treasurer of Storer 
since 1954, joined the company in 
1934 as comptroller. Church has 
been a member of the Storer or- 
ganization since 1954 and assistant 
secretary since 1 958. He joined 
Storer after more than four years 
as staff attorney for the NAB. 
Mueller joined Storer in 1961. 



Pay-tv battle 



Pay-tv — painted recently in Chi- 
cago as an ominous and imminent 
threat to free television — is fighting 
for its life on the west coast. Both 
pro and con camps arc furiously 
marshalling forces. At the center of 
the controversy is veteran adman 
Pat Weaver's Subscription Televis- 
ion whieh, if Weaver's plans pro- 
ceed, will begin a three-channel 
closed-circuit home tv system in 
San Francisco and Los Angeles this 
summer. 

Everyone is getting involved in 
the controversy, from local law- 
makers, to labor unions, to the 
viewing and listening public The 
big question right now, and to 
which there are two very divergent 
answers, is how do the people in 
California feci about subscription 
tv? 

According to Weaver, a slight ma- 
jority favor the move at the present 
time. This is based on the Mcrvin 
D. Field Poll, earned by 28 of the 
larger newspapers in the state, 
which indicated that 44 percent of 
those queried disapproved of the 
initiative amendment which would 
outlaw any but theater pay televis- 
ion in the state. Thirty-nine percent 
approved of the initiative, while two 
percent qualified their answers and 
15 percent had none. The poll also 
indicated that there arc more per- 
sons in favor of pay television in 
the southern half of the state than 
in the northern half. 

Various labor groups connected 
with the entertainment industry in 
southern California have thrown 
their weight behind the Santa Mon- 
ica-based Weaver enterprise, whieh 
may account for wider public ac- 
ceptance in the Los Angeles area. 
Until very recently STV had no 
Northern California labor support. 
But just two weeks ago, the Calif- 
ornia Teamsters Legislative Coun- 
cil, representing 250. 000 teamsters 
throughout the state, came out in 
favor of paid tv. 

They passed a resolution support- 
ing "the right of voluntary pay tele- 
vision to compete in the open mar- 
ket place with other segments of the 




entertainment industry, without 
ing strangled with artificial lcglsJ 
tion before it gets a chance to pro 
its worth." General feeling at I 
Teamsters' convention was f 
paid tv would supplement, not sii 
plant, commercial tv and could ,c 
ate thousands of new jobs. 

More ammunition for the Weal" 
forces came when the Marin Cou 
ty Board of Supervisors withdfg 
its resolution against pay-tv aj 
substituted a motion to take l 
stand at all on the issue. 

But the bigger part of the bat 
still wages in the northern part 1 
the state. Weaver's deputy in ft 
area is Carlton Skinner, nartu 
manager of the new northern Cali 
ornia offices at 30 Van Ness AM 
nuc in San Francisco. A Bay Ci' 
native, Skinner has a diplomat 
and political background which \vi* 
serve him well in his new appoia 
mcnt. He was the first, civilian go 
crnor of the territory of Guam, f 
ccutivc assistant to the president | 
the American President Lines,, 1 
nancial vice president of Fairbaflt 
Whitney Corp., and he is currant! 
serving by appointment of tl 
late President Kennedy as UJj 
Commissioner, South Pacific Co 
mission. 

One of Skinner's first skirmisJi 
was an on-air clash with one #lf| 
promises to be a worthy opponeji 
Stcphan Lconoudakis, Norths 
California chairman of the Citfek- 
Committcc for Free TV. The W 
met last week on a KCBS disfU' 
sion show, An Evening With 4 
Douglas. 

Skinner's contention: "Den} ing 
citizen the right to establish a tefi 
imatc private business to serve " f 
public is as immoral and uneonstit' 
tional as denying citizens the rig 1 : 
to vote — and this is what the initia 
tive to prohibit subscription tllfe 
vision would accomplish." 

Lconoudakis' stand: "Evidenci 
of the great opposition to pay tele 
vision is seen both in the wide diver 
sity of groups opposed to it and % 
the more than million signatures si 
ready secured on the petition f 
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this important initiative I tic pio- 
pOMfd usurpation t>l traditional!) 
ice .nr I. iiios lor tclcv imoii and 
radio must not Like place " 



3BC takes over Fla. 
Outlets; Lebhar stays 

Hcrliani l.ebhar, Jr., former 
axickholdcr and executive vice pres 
dent of W I \ I - 1 V, Inc., has 
lougtil 49' f of Gardens Broadcasi- 
ng, new ovv ner of the West Palm 
kach t\ station and its radio eoun- 
■fpflrt. I le will continue, in addi- 
tion tii assuming the title of presi- 
Bc'iil of Gardens, as general m.ina- 
licr ol the two stations, 

"I he other 5 1 '< of the Gardens 
broadcasting stock is owned In 
Jovat American Industries. John 1). 
Lv Arthur, de\ eloper of the city 
I Palm Beach Gardens, is presi- 
cnt of Roval American and chair- 
lan of Gardens 



romotions in Dallas 
nership hierarchy 

James M. Moronev , Sr., who has 
vn responsible for the opera- 
ins of YYFAA Radio and "I V for 
an} vcars. has been elected cliair- 
n of the board of the A. H. Belo 
irp., parent company for the sta- 
ins and the Dallas Morning News. 
He succeeds R. M. (Ted) Dca- 
). who continues as publisher, 
jj Joseph \1. Dealev was re-clect- 
I president and chief executive of- 
cr of the corporation. H. Ben 
chard. Jr.. was promoted from 
c president and secrctarv to chair- 
an of the executive committee, a 

VV post. 

Other promotions and re-ap- 
iintmenls: senior \ ice president 
iseph A. Lubben named executive 
ce president; James M. \loroney. 

, also active in the broadcast 

oration, re-elected vice president 
ii treasu rer of the corporation: 

illiam C. Smellage promoted from 
pNant secrctarv and controller to 
eretarv and assistant treasurer: 
jbrev G. Jenkins named eontrol- 

1 of Wl-A \ Radio and TV. 



igo readies UHF 
that the April 30 all-channel 
1 production deadline is upon us. 
W> interest ins: to note fi cures com- 



piled In I III station \\( II m ("hi 
eago. some 21)5,000 homes in the 
metropolitan area are now equipped 
for I 'I lb, with the number increas- 
ing In thousands ever) week . 

1 he data was gathered lioni a 
v a net) of sources, including sales 
reports from converter manufac- 
turers and distributors which show 
more than 75,000 units sold in the 
( hicago market since Jan. 1 . I v 
set manufacturers and retailer re- 
ports indicate sales in excess of 
50,000. and master antenna sys- 
tems for high rise apartment build- 
ings report 30.000 additional re- 
ceivers now able to receive the 
upper channels. 

Jones tapped for top 
spot by Texas execs 

Bill Jones, advertising manager 
of l'rilo-l av Co. of Dallas, was 
elected president of the Assn. ol 
Broadcasting 1 xeculives of 1 exas. 
succeeding Dave Rutledge. man- 
ager of the Dallas office of the 
Kat/ Agenev . 

Other officers who vv ill serv e 
during the 1964-65 vear a re : Jim 
Icrrcll. K 1 VT Dallas-It. Worth 
station m a n a g e r . v. p.. George 
Watts. Republic National B a n k 
v.p. and advertising director, trea- 
surer; and Julie Lane. Norsvvorthy- 
\lercer media buver. secretarv. 



Gerber makes first 
net nighttime buy 

Gerber Products, placing its first 
network nighttime order, has pur- 
chased alternate half-hour spon- 
sorship on NBC-TV's 90 liri.su>! 
Court. The program is a 90-min- 
ute comedv series to be telecast 
on Mondays. 7:30 to 9 p.m. this 
fall. Agencv is D'Arcv. 



Paley reports 20° o 
profit rise for CBS 

At annual CBS stockholders 
meeting in Chicago, chairman Wil- 
liam Pale) reported "substantially 
higher" first quarter sales and prof- 
its — up 1 () r 'f and 20 r ? . respect iv- 
elv . over 1 963 figures. Net income 
cif S 1 2 million being realized on 
$156 million quarterly sales. 

President Frant Stanton under- 
stated progress of seven CBS divi- 
sions as "each doing well." He cited 
tv network on its 10th anniversary 



as "vv.m Id s lai^'t. t iduili in* nie 
dmm " (which Lad iicau t ill 'hi 
time competitor in aura \ I')' 
he said). reveaLd ilia) (>\< ) tv t 1 
tious had best wai ever in !''<> V 
reported Columbia Records I ) v 1 
sion continues to lead it imiu 1 1 v 
Outlook also bright lor ( BS Intu 
national (equipment c xporls) ( BS 
I ahs ( 111 ilit .1 r y reconnaisaiicc sv 
lenis, space niierocirunlrv ) and 
CBS News (produce 1 of <>l '' ul 
CBS Radio's network schedule, 
20'; of CBS I \"s). 

S taut o n char.ieteri/ed radio's 
growth as "much more significant 
than has been general!) ucouni/ 
ed." Although medium's post- 1 955 
growth has been large!) local, he 
feels CBS Radio "lias an impressive 
storv to tell." Network sales in 1963 
vv e re up 50' J over 1962, and there 
are more sales commitments this 
quarter than in lirst two last v c a r 

At corporation's second non- 
New York meeting ( 1 962 stock- 
holders met in Los Angeles), Stan- 
ton sunimari/ed that between 1949- 
63 CBS net sales have risen everv 
vear, increasing some 600'/ . In- 
come has risen about 900 'c ; ncl- 
per-share, 600 r ; ; net worth. 550'/ . 
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Radio basic in Alberto -Culver push f 



Reversing long history of 
radio as the route to tv, 
Alberto-Culver makes it a 
two - way street — adds ra- 
dio to picture medium push 
for men to 'take Command' 



Tin; accusation that agencies al- 
ways take the easy, big-dollar- 
earning road by pouring all of a 
client's budget into television has 
again blown a fuse. 

One of the nation's top 10 agen- 
cies has not only overcome a big tv 
client's apprehension over putting a 
substantial push into radio — with 
tv-alloeated dollars — -but put its 
own field force to work to make 
it tiek. 

And, a 10 market test has grown 
into a 31 market, 52-week cam- 
paign on radio with neither ratings, 
unit price nor driving time slots as 
prime consideration for the buys. 

Who had the alert idea of boost- 
ing Command, the man's hairdress- 
ing, with a good spring prescription 
of radio? 

"The credit belongs to our agen- 
cy, J. Walter Thompson of Chi- 
cago," says the sponsor's advertis- 
ing director, Charles A. Pratt of 
the Alberto-Culver Co., Melrose 
Park, 111. 

Not that consumers weren't al- 
ready taking Command, well pre- 
sented for several years now on tv. 
Fact is, the hair-dressing-condi- 
tioner has what Pratt calls "a very 
healthy volume." New project is 
simply to break a plateau and start 
a new upward trend. 

"1 looked upon the agency's 
recommendation that we reduce tv 
somewhat and add radio, as replac- 
ing a man with a boy, even though 
the boy would work cheaper," the 
client spokesman recalls. "What 
changed my mind was the agency's 
creative approach." 

Before looking at that approach, 
note that the "buy-radio" concept 



is a startling change in heavy- 
spending Alberto-Culver's ad think- 
ing. In its very brief nine-year life- 
span, A-C has already built its 
first-year volume of half a million 
dollars to a staggering $80 million! 
And it openly gives much credit 
for that massive feat to television 
(". . . we had tv going for us.") 
Says amiable, talkative Leonard 
H. Lavin, Alberto-Culver president, 
"Television has given us access to 
the mass market . . . (it is) the 
passport into every living room in 
America." In an affectionate vein, 



Its other assets, though, were 1' 
realistic sales approach. Th 
were recently outlined in San 1 
ciseo by president Lavin about f\ 
follows: 

(!) We introduce products «j 
know the public will accept, 
be sensible and profitable, cho' 
your items and markets on the bas 
of competition's past experience,. 

(2) We tell the consumer 
have what he wants via the fast 
advertising medium. ('The quick 
a new product is accepted, 
cheaper it is in the long run/'j 



The story in Alberto-Culver words: 

^The credit belongs to our agency, ./. Walter Thompson of V'h 
cago . . . What clnmgcd our mind was the agency's ercativff a 
proach . . . What testing does jor its is to protect our hwestmeni . 
Our agency explored the audience characteristics of (ill media and the 
advised vs that the best way to put more frequency against this hiijit 
potential male group was a selective spot radio campaign . . . Th 
men we were after are in fact a mobile, faddist group ivho like every 
tiling from Beatles to Beethoven . . . ft didn't take long before to* A 
tected an effect . . . There are plenty of ways in ithieli rwIiQ, 
if sold and produced creatively, can bring excellent rcsiMsfJ 



he's even hailed video as "the 
exciting, enthralling, compelling, 
one-eyed peddler." 

Not that the radio buy means 
A-C or president Lavin are going 
baek on their word. It's just that 
this advertising pace-setter — with 
its agency — has found still another 
new angle. 

Part of the story lies in A-C's 
early growth. It started in 1955 by 
buying about 100 little-known 
products, just to get the one it 
wanted to build up — V05 hair- 
drcssinc for women. 



Indeed, A-C fame is based ©fi it' 
speedy introductions, speedy <ap 
tomer acceptance. 

(3) We investigate, wc rese&r# 
we take nothing for granted 
("What testing does for us is 1 
protect our investment. ") 

Significantly, A-C "plays'* its at! 
vertising accounts. Adds presided 
Lavin, "At any given moment* W 
can give you the precise advwffc 
ing-to-sales ratio for any of ou» 
products. We can switch our 
vestment on a product in a wwtK 
of an hour. If vvc want to 
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naJe market 

rKSsure behind a product, \vc can 
1 mild it. If we want to relax pres- 
cire, a phone call to one of our 
gmeies is what it takes. We play 
I like stockbrokers." 
: A-C\ first success with V05 
■* followed by 1 b other products 
Mftging from Derma l r resh haiul 
•nioiK through Subdue medicated 
MB) poo. to New Dawn hair color- 
ig. All these women's products 
sok to tv like a parched actress 
lb champagne. 

I The company has featured other 
roducts for men before, but its 
ard-hitting with Command now 
loves it emphatically into the 
iale-order business. And, from the 
\ Vctator's stand, it looks as though 
iese new conditions exist: 

• Good-grooming aids, like ro- 
aiice, attract chiefly younger 
ak?s. 

lliese men. rather than their 
Tl friends or wives, usually make 
ieir own hair-preparation pur- 

iascs. 

J » Such potential customers a re 
H likely to he sitting targets, 
hey 're active and on the go. 
^They're hard to reach statistical- 
|.' ! says an agency spokesman. 

* Once hit. like boxers they 
•ed to be hit hard and often. They 
1 Hot easily persuaded. 

■ In fact, it may require sonic- 
mg emphatic to attract — and 
•Id — their attention, for they 
id to be changeable. 
As is well known. Alberto-Cul- 
r believes in tailoring its ad wr- 
ing to suit the customer p re- 
dely, however. 

"%'e try to prc-determine the 
ectiveness of our commercials." 
I'sident La\in says, adding that 
cry on -air tv message represents 
'0 commercial ideas and several 
v ually finished products. 

all his enthusiasm for t\ 
:ver. Lavin has one reserva- 
tn — and it's major: He considers 
t 'indecently expensive." 
"Researching out tv advertising 



schedule for Command," A-C vice 
president and advertising director 
Pratt interjects, "wo discovered 
that, while our reach remained fair- 
ly high, our frequency with these 
people was very, very low. . ." 

"Our agency explored the audi- 
ence characteristics of all media 
and then advised us that the best 
way to put more frequency against 
this high-potential male group was 
a selective spot radio campaign, 
using specific stations to match our 
defined market." 

Thus, radio was proposed. 

"The men we were after, aged 
15 to 35," Pratt continues, "are in 
fact a mobile, faddist group which 
likes everything from Beatles to 
Beethoven." To reach them via 
home, car or portable radios, disc 
jockey shows and music programs 
seemed a natural. 

J. Walter's timebuying depart- 
ment (which, in Chicago, reports 
to a broadcast group head rather 
than the m e d i a department ). 
agreed to a trial run. They bought 
about 30 stations in the top ten 
hairdressing markets — Buffalo. 
Baltimore, Philadelphia and Wash- 
ington in the east; Los Angeles. 
Portland. Sacramento. San Diego. 
San Francisco and Seattle in the 
west. Cost of the trial run ran close 
to a quarter of a million dollars. 

"It didn't take long before we 
detected an effect." Pratt recalls. It 
came not so much from sales 
( which take longer to respond) as 
from "a gratifying, positive reac- 
tion among retailers and the whole- 
sale trade." 

Agency spokesmen also note 
that a "dramatically" helpful hand 
was offered via merchandising sup- 
port from many radio stations 
which, like KHJ Los Angeles and 
KFRC San Francisco, arranged or 
induced many in-store counter 
promotions. WW DC Washington. 
D.C.. even managed Command 
u indow displays. 

A pleasing part of the assign- 



lirst. I m.in <i salesman. s.i_w I conard II. 
Latin, AII>crto-Cnhcr president, Next, 
however, mine an advertising t ;i r c r r 
and when working on the H i m ; side 
(if Micii-iH'H .Stopcttc, he |>l. iced its first 
tv spot (on :i wrestling show), s.iw it 
through to What's My Line and "finaliz- 
ed" his own t» thinking: a is toilctr> 
outsells the non-t\. I.:ivin\ next step w .is 
to form a sales conipam (first-) ear qui- 
nine $7 million) until he could find a 
small item with mass-market potential. 
In March 1**55 he found \ <>5— pins »»> 
others — for a horrowed >4SS.I1IIII. I hat 
"as the start of All>erto-('iil\cr. whose 
first-\car gross was. ironicallv, a l> o n t 
half a million. Tod.n. with heat v broad- 
cast help, it does SHII million. 
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"Astute, tough and fair" d c s c r i li v 
Charles A. Pratt, director of advertis- 
ing for Albert o-Cnlvcr from another 
Cnher — the military acadcim — and 
World War 1 1 in the South Pacific. Pr.ilt 
graduated from Amherst, then join- 
ed WAVI' Chicago as a local time 
sidesman in 1*4*. I wo % cars later, he 
moved to W()U-I\ Nc« ork. later 
returning to same finn's ( hicago office. 
I hen he w as on I <l« ard Petr>\ mid 
west sales staff five > ears until, in 1^57. 
he became an NIK -IN account exec n 
five. I hrcc > cars after that, he joined 
Alberto-C'iih er. « inning his % u e pri -i 
denc\ in June 1^63. 



SI 



io 

market 
buys 



Buffalo 
Baltimore 
Los Angeles 
Philadelphia 
Portland 



Sacramento 
San Diego 
San Francisco 
Seattle 
Washington 



21 added markets 



Atlanta 

Boston 

Chicago 

Cincinnati 

Cleveland 

Columbus 

Dallas 



Denver 
Detroit 

Grand Rapids 
Hartford 
Houston 
Indianapolis 
Kansas Citv 



Miami 
Milwaukee 
Minneapolis 
New Orleans 
New York 
Pittsburgh 
St. Louis 



mcnt, besides its "handsome budg- 
et," says timcbuycr John Harper, 
was that the client set the stage for 
success. "They intended to make 
it work if it could work . . . they 
had a willingness to try to make it 
succeed." 

Although J. Walter Thompson 
has had the account only since 
July, the sponsor also accepted as 
fact the agency's depth and breadth 
of experience in this type of radio: 
"It's the agency's brand." 

After .the green-light results of 
the first tentative trial, another buy 
was made. This time, 21 more mar- 
kets were added for a total of 31 
(sec list). As few as two stations 
or as many as eight, but an average 
of thrce-pcr-markct, were used. 
Total cost of both buys — about $1 
million — was a virtual steal from 
the tv budget. 

Just as interesting, the "primary 
buying criterion" was neither rat- 
ings nor unit price. The agency 
sought strong radio personalities 
and the first question was, "Do 
they have audience rapport and 
original, creative sell?" To judge 
eanditlatcs, timcbuyers relied heav- 
ily on station rep advice. 

Preferred time slots have been 
afternoons, evenings and weekends. 
"Not necessarily driving time," says 
Harper. "It was more a matter of 
when younger men would be free 
— from classes or jobs — and ready 
to listen." (When statistics were 
lacking, buyers sometimes used 
beer-market data, projecting it 
downwards to younger age brack- 
ets.) Car audiences, although "im- 
possible to measure," were, of 
course, counted on. "We felt they 
had to be there." 

But it didn't end with careful 
buying. J. Walter Thompson fol- 
lowed through. Here's how: 

Instead of supplying hard and 



fast text, agency copywriters gave 
out fact sheets listing essential sales 
points. Sample: "When you apply 
Command, you are, for the most 
part, simply replacing the natural 
oils. . ." 

Fact sheets gave far greater 
space and attention to generalized 
suggestions, however: 

"We have some fairly strong 
feelings on the handling of ro- 
mance. . . You don't use our prod- 
uct and then have girls besiege you. 
Our thought is more: A girl always 
looks twice at the man who takes 
Command. (Notice the verb 'takes.' 
We like it better then cither 'uses' 
or wears.) 

To make absolutely certain the 
D.J.'s understood, agency people 
made personal calls to every sta- 
tion on the list to meet and talk 
with the announcers in person. 
They explained the product carc- 



Alberto-Culver pairs 
Command with Mustang 

More than 80 radio spots a vtmk 
in "all major markets" Mill help 
Alberto-Culver's Command hair- 
dressing boost its Sportscar Sweep- 
stakes, a 10-week promotion be- 
ginning April 27 and ($brinf; away 
70 new Ford Mustang conver- 
tibles. 

Ad drive will also involve all 
Alberto-Culver's nighttime net- 
work tv slums on CBS. NBC, and 
ABC, plus "heavy spot tv sched- 
ules" in the same top markets, all 
placed via J. Walter Thompson, 
Chicago. Full color ads in six na- 
tional magazines will also Aero in 
on toothful (15- to 35-j ear-old), 
male, sex-and-snccess conscious 
target. Over-all promotion "ill get 
extra mileage from .simultaneous 
neu M ii s tang introduction In 
Ford dealers. 



fully, encouraged the D.J.'s to u; 
their own characteristic technique 
and gave them free samples 1 
they'd know what they were tail 
ing about. To perform this tas' 
it took a dozen people a week I 
traveling. Callers went out rcgtai 
ally from six different JWT offkn 
as part of the "personal-sell teS0 

How has it all worked out? 

Let the sponsor's advertising d 
rector give his own candid answer 

"Now, frankly, wc did. and a 
still trying to, steal second ba: 
while keeping our foot on first. \\ 
have not given up our tv effort i 
this brand — nor do we intend I 
Command is supported by an u 
brella of network television m 
the entire U.S., while the tad 
campaign supplements the top 1 
markets. We still believe in tcle\ 
sion as strongly as ever, but ec 
sidcr radio a complement, not 
substitute, to improve the iffflil 
and sales. 

"Whether radio people will m 
mil it or not," Pratt continues, **n 
advertising medium today is telex 
sion, but this does not mean ih 
radio has died. . . There are pleo 
of ways in which radio, if sold SI 
produced creatively, can bring e 
ccllcnt results. 

"When sufficient time has clap 
cd for us to gauge actual sales r 
suits and if these results are faw 
ble, 1 see no reason why we won 
not extend our use of radio tofitfe 
products in our growing line." Pn 
summarizes. "Let's keep our fi \ 
gers crossed." 

As this article was being Pfi 
ten. the outlook was very brig 
indeed — and fingers were ppoK 
bly uncrossed. Alberto-Culver: hi 
just ordered another '-gfi-fip 
broke" flight of radio, their tli: 
AM purchase for Command, Ai 
these contracts will cover a ycfK 
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Was in ton , I . C 
April 24, 19^4 

Unlike the Federal Trade Commission , t ho Food and Drup Ad inistration 
will not jump into any rules for labeling cigarets until (on ress specifi - 
cally authorizes it . 

Appa rent 1 y the local department serving HFW and FDA does not see e\e 
to eye with the more eager crusaders in the department ' s Public liealt 
Service . 

The lega 1 stance of FDA comes to light in a letter from Dale C. Mill r , 
of lEW's Advisory Opinions Branch. The letter ha s found its way into the 
lengthy docket of comment on the FTC's proposed rules for ciearet la be 1 in 
and advertising. 

1 1 states : "In our opinion , if regulation of c igaret s is desired as a 
matter of publ ic pol icy . it should be dealt with in legislation which will 
leave no doubt of its coverage and precisely wha t regulation is to be had..." 

The letter was originally in answer to a compla int submitted to FDA bv 
one Ralph W. Lawrence of New York City, who wanted the FDA to require hazard 
warnings under the Federa 1 Hazardous Substances Labeling Ac t . 

Lawrence was told that "c iga re t s a re not within the scope" of the act, 
which Congress intended to cover household items that pose "acc iden ta 1 haz- 
ards," such a s poisoning , explos ion , et a 1 . 

Although the FTC jumped the gun by its own proposed rule making for hazard 
labels on c igarets , the stance ta ken by FDA ' s legal staff may make the com- 
mission a little more thought ful about inevita ble court chal lenges . 

The only safe alternat ive would be a wait for hurried and mi racul ous pa s- 
page of bills a f f i rming the authority , to pa ss both houses in the near future. 
This is a prospect which even Sen . Maurine Neuberger has frequently and again 
recently acknowledged to be quite remote--in view of the economic interests 
involved . 

FTC's Bureau of Economic s has come up with a profile of cigaret adver- 
tising in relat ion to revenues of its Top Six producers . to na t iona 1 adver- 
tising costs , to c iga ret c onsumpt ion and consumer spend ing . 

The hef ty compi la t ion will add another wad of statistics to FTC's growing 
nterest in the r el a t ion of massive (especially tv) advertising to consumer 
.nterest and na t iona 1 economics , a s shown in its P \ G orde r . 

FTC uses advert ising costs for the Top Six ( R. 7. Reynolds . American . 
3 . Lorillard , Brown & Williamson , Phil ip Morris and Liggett k M\ers) in tv 
nagazine and newspapers . based on trade sourc es for some of the data . It uses 
RS f igures which inc lude all varieties of c iga re t advertising, inc lud in 
"adio and ou tdoor , f or compa r i sons when a va ila ble . 

In 19&2 FTC finds the "op Six spent $109.1 million on tv. $2 million in 
magazines and $17.7 million in newspapers . Add $19 mi 1 1 ion in network rad io , 
tnd total was $174.9 mill ion. This total is between o5~ and 5* of their 
otal advertising costs. 
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Tv advertising costs for the cigaret Top Six have progressed dramati - 
cally: $25 million in 1952; $40 million in 1954; $66.8 million in 1956; $78. 5 
million in 1957; $88.5 million in 1958; $96.4 million in 1959; $104.3 million 
in 1961 to $109 million in 1962 . ~~ 

Out of total national network and spot advertising in 1962 , the Big Six 
cigaret advertising accounted for 7.2%. It was 10.3% of total network tv ad- 
vert ising sales , and 3. 8% of spot tv. 

Changes in media use : From 1952 to 1962 , tv use jumped 335%, while maga- 
zines climbed 128. 9% and newspapers rose only 50%. Tv advertising of cigarets 
in 1962 accounted for 71% of the total advert ising by these three media , FTC' I 
economist s f ind . 

Comparing cigaret consumption to advertising costs : Domestic smoking 
went from 360. 2 billion cigarets in 1950 to 509 billion (Agriculture has esti - 
mated a figure nearer 524 bill ion) in 1963 . Curve of cigaret advert ising 
costs for tv, magazines and newspapers , went from $49 . 1 million to $153.8 mil- 
lion in the same period . 

Putting it into percentages , in the 1952-1962 decade , tota 1 cigaret con- 
sumption increased 25.5% — while cigaret advertising costs increased a runaway 
213. 2%. 

From IRS data , with it s broader advertising base , 1960 cigaret adver- 
tising accounted for 4. 5% of total costs of all manufacturer adverti sing — 
but cigarets accounted for only 1 . 2% of manufacturing assets and 1.2% of 
comparable sales . 

In the 1950-1960 decade , cigaret manufacturers ' total advert ising costs 
went from $85 mil 1 ion to $236 mill ion — a lift of 178%. But for all manufac- 
ture , advertising was up only 128%, from $2.3 bill ion to $5.2 billion. 

FTC wil 1 have numbers in family budget approach : Tota 1 buying of cigarefel 
was over $6 . 8 billion in 1962. This was higher than billion dollar totals 
spent on drugs and sundries, $4.2; doctors , $5.3; autos , repair and service ,,, 
$5.3; tv, radio and musical instruments , $4; magazines and newspapers , $2 . 

Broadcasters and advert isers alike will be listening this week when a 
delegation of some 125 youngsters between the ages of 14 and 18 come to Wash - 
ington to give their views on the smoking quest ion . 

A national Conference on Smoking and Youth is being held April 30 through 
May 2 , chaperoned by the Children ' s Bureau of the Wei fa re Administ rat ion. 

The young delegates — two from each state and one from each of the country' 
largest met ropol itan centers — had a pre-conf erence nudge in a questionnaire 
about home-town smoking habit s . 

The v were asked to check smoking habits in adults and among teen-agers; , 
find out why youngsters smoke, and dec ide whether smoking is enough of a 
health problem to get special government attention. Undoubtedly the subject 
of tv commercials will come up big . 
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aft starts executive 
hifts at new stations 

First in an anticipated series of 
i ecu five realignments has emerged 

the l aft Broadcasting echelon us 

result of the purchase of seven 
itmns from I ranscont incut I cle- 
sion Corp. 

I he Kansas City complex of sta- 
ins, WDAF (AM-I : M & TV), 
e weightiest piece of the purchase, 
a top attention. 

William A. Hates, vice president 
kI general manager of the WDAF 




McKay Retninghm 



•it ions, assumes a general execu- 
te capacity for the Cincinnati- 
Ised broadcasting group; Robert 
ormington. formerly station mail- 
er, has been appointed general 
imager of the TV station. Nick 
hlton. formerly general manager 

WKRC, I aft flagship in Cinctn- 
iti, moves to Kansas City as gen- 
ii manager of WDAF Radio. Jay 
I irington remains general sales 
nnager of the radio operation. 

Bolton will be replaced in Cin- 
iinali by Jack Remington, eur- 
ntjy program director of that sta- 
tn. WHDO job will be filled by 
"KRC chief announcer Ted Mc- 

1 y. 

•DWles nets $3.5 mil. 

1963 earnings from operations 
«. Cowles Magazines and Mro ad- 
ding. Inc.. totaled $3,484,611 or 
1 1 7 per share. Gross revenues 
taled SI2S.064.540. an all-time 

:h. and an increase of S9.554.SI I 
ua- 1962. 

However, the 1963 figures in- 
ude revenue from companies ac- 
tircd in the latter part of 1 962 
1 during 1963 and from the eom- 
|n\'s Puerto Rican newspaper 
i e rat ion. not prev iously consoli- 
ued and therefore not directly 



comparable with those for the pre- 
vious year. 

I he Cobles broadcasting proper 
ties are KRN I (AM <k I \ I Des 
Moines, and WRI C ( WI X I \ ) 
Memphis. 



Times, Polaris incomes up 

Although WQXR New York is 
running into road blocks with its 
hard liquor advertising, annual re- 
port released last week by its par- 
ent company I he Sew York 'l imes, 
indicates station did quite all right 
in 1963. 

Although no breakdovv n u as 
av ailahle. some S3.S million (out 
of a total $101 .3 million operating 
revenue) came chiefly from the 
broadcast operation and the 
Times' news service, combined. 
(Latter is syndicated to some I 1 0 
papers.) Parent company cleared 
$1,069,127 or $6 96 per share, 
despite operating loss of $527,- 
084 — result of New York news- 
paper strike. 

Bullish report also sent out by 



another corporation vmiIi broadt isi 
interests, Milwaukee based Polaris 
( orp With I V stations m 1 ar *o, 
\ I). I vaiisv ilk, I nil . and Pun 
hina. N I) . the highly diversified 
company netted <i7.Vj.949, com- 
pared vs ith S66(»,990 the previous 
Near. Polaris plans to de-emphasi/e 
real estate investments and con- 
centrate on better money -making 
areas. particular!) broadcasting 
advertising, data processing. 



Expands FM schedule 

W11A1 (IM) Cirenfield. Mass.. 
which had been simutcasing with 
its AM sister station until 7 p.m.. 
increased separate programing to 
its full day. 6 a.m. to midnight. 
In May. I94S. ten years after llai- 
gis Broadcasting put WIIA1 (AM) 
on the air. the FM station was add- 
ed. Both stations simulcast on a 
fulltime basis until January 1962. 
at vv hich time it \as decided to split 
at 7 p.m. for the purpose of pro- 
graming separate good music on 
lor five hours each evening. 



Attention! All Agency and Media Time Buyers! 



YOU ASKED 



We've Got It! 



THE COMPLETE 

/m. ' m ■* /m. 
IN DEPTH 




\ajCj . 



SURVEY 



HOUSTON 



YOU'VE NEVER HAD IT SO GOOD FOR MAK- 
ING YOUR HOUSTON RADIO DECISION NOW 



^NUZ)* 

THE KATZ AGENCY. IN 

IN HOUSTON CALL 01 
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All IRTS incumbents 
nominated for new term 

The unprecedented nomination 
of all IRTS incumbent officers for 
re-election may herald a change in 
the association's by-laws after 25 
years. 

Not only is the rather radical 
move by the nominating committee 
a vote of confidence for president 
Sam Cook Diggcs and his slate of 
officers. It reflects the committee 
view that a two-year term of serv- 
ice would permit the president and 
his colleagues to carry out a pro- 
gram for the Society more effective- 
ly. 

Officers nominated in addition to 
the CBS Films administrative v.p. 
are: first vice president Thomas J. 
McDcrmott (N. W. Aycr v.p.), vice 
presidents Richard P. Jones (JWT 
v.p. and dir. of media) and C. 
Wrcde Pctersmeyer (Coronthian 
president), secretary William N. 
Davidson (Advertising Time Sales 
v.p.) and treasurer Edward P. Shur- 
ick (H-R v.p.). 



MIIIIIIIIIIIIII!!l!llllll!!!llll!!ll!lllllllllllllllllll!!llll!!!l!ll!IIIIIUIIIIIi 




YOU SHOULD HEAR 

K<l LoM'hiee of KOGT, Orange, Texas, 
savs: "While we are a small market sta- 
tion, the help from your service has 
enabled ns to net at roiint\ that we never 
had before, and has given to the com- 
mercial content of our station a big 
market sound." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 




Two stations affiliated with NBC Radio were awarded plaques at SaB 
in recognition of 25 years in the network. Presentation was by Tom 
Knodc (center), station relations v.p. The stations, which joined NBC 
in March, 1939, are KROC Rochester and KYSM Mankato, Minn. 
Accepting the plaques were G. David Gentling, left, president, KROC, 
and Robert DeHaven, general manager, KYSM. 



I 

I 



Nominated for the board of gov- 
ernors arc: Julius Barnathan (ABC- 
TV v.p. and gen. mgr.) for a sec- 
ond term of two years, Sydney Eiges 
(NBC v.p. of public information), 
William B. Lodge (CBS-TV v.p., 
affiliate relations and engineering), 
Howard Meighan (Videotape Pro- 
ductions president), Thomas Mur- 
phy (Capital Cities exec. v.p.). Sam- 
uel Thurm (Lever Bros, advertising 
v.p.) has been named to fill out an 
unexpired term of one year. 

Station presents new 
personnel and plans 

Advertisers and agencies in New 
York were recently feted at a ses- 
sion to introduce the new manage- 
ment of Negro station WWRL, 
which was sold in January by Long 
Island Broadcasting Corp. for $2.1 
million. 

On hand were Egmont Sondcr- 
ling, president of the Los Angeles- 
based Sondcrling group, which 
bought the station; Frank Ward, 
the new general manager; and Scl- 
win Donneson, vice president of 
sales. Several of the station's air 
personalities were also there. 

A 24-hour operation, WWRL 
stresses news of particular interest 
to the 1.6 million Nesiroe.s in the 



New York area, as well as Idea 
national, and international nev 
with broadcasts five minutes evei 
hour, one minute on the half-hou 
It programs primarily music as 
special features, including Ad vane 
which is the biography of a prom 
ncnt Negro. Editorials are ym 
scntcd four times daily. 



Anaheim station sold 

Radio Oranse County, Inc., h, 
sold KEZY Anaheim for $9S0JQ 
to Harris Thomson, who also mvi 
WLOF Orlando. 

Principals of the selling organfe 
tion arc Cliff Gill. Shcrrill Cwm^ 
Dan Russel, and Ira Laufer. 

KEZY is a fulltimc facility flipi 
ating at 1 190 kc on 1 kw. It U 
has FM facilities at 95.9 me 0]' 
crating in conjunction with M 
(ERP 670 watts). 

On-scene news sponsor 

McDonalds Systems, 1 nc, 
sponsoring News Specmis, oil-till 
spot location reports by KOK' 
Pittsburgh newsman Mike Levite 

Approximately 130 bro3(fc» 
will be made during the d,fifl* L f 
restaurant chain's first ll>«nc 
cycle. 
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Film bartering 
still active 

Haad of barter firm admits stations seek syndicated 
jfOgramsand features by "trading out" unsold time for 
ntertainment fare, defends practice against critics 



if r mm sc. .syndic \ n l) p r o - 
gramming through "barter" ar- 
ilgemerits — the swapping of till- 
ed station time, usualh in mar- 
iniil periods, for merchandise or 
m|ram material — is still a current 
ractice in the tv industry. So stated 
idney Halpern, president of Pro- 
lotional Services Inc.. one of the 
ingpin firms in the barter field, 
> Sponsor last week. 
. "Trading has been going on as 
>ng as this country lias been in cx- 
jtence," said Halpern, who denied, 
pMrvcr. that a barter firm's cus- 

mrurv resale of the station time 
" " * ... 
ting "traded out was injurious to 

, tablished rate structures. 

"Some of the newest feature 
ackages are quite expensive." said 
lalpern. "Large stations in large 
larkets can afford to buy them, 
ut what about the small tv sta- 
fom? Even with the price of f ea- 
rn tailored to the size of the 
larkets. it's still a major invest- 
ie:rt:t for stations. Furthermore. 
Vlef costs for a distributor m a y 
lake his profits marginal, at best, 
i Small tv markets. Wc think we 
aVtan answer in trading fresh fea- 
ires and programs for hard-to-scll 
at ion time." 

Halpern points out that feature 
artering goes back to the late 
PSOa. when Matthew (Matty) 
o\ was bartering the RKO back- 
i on behalf of International La- 
p« Program scries bartering goes 
jifk to about the same point in 
rn«. Today's barter formula is sim- 
ar, although more refined in its 
^preaches. 

"We were approached recently 
I' a major distributor of post-*50 



features and programs 1 won't 
mention the na me — who offered 
us the following deal," said Hal- 
pern. "He had found his sales costs 
loo high in markets below the ' Top 
75" rank, and wanted to know if we 
would be interested in making bar- 
ter arrangements for his features in 
these smaller markets, where sta- 
tions wanted his product. We mas 
yet work out something." 

Agency attitudes toward trading 
in bartered time have "softened." 



s.i\s Halpern. particular!) anion > 
those "vv Inch are working in t\ on 
a fee basis, and aie not inllucnced 
In media commissions in i\ " Reps, 
of course, dislike barter deals 
( " I hcv re lr> ing to blame all the 
evils of rate-eiillnig on bartering," 
s.i\s I lalpern ) 

'* Besides. " 1 lalpern adds, "most 
tune obtained in barter arrange- 
ments is pre-cmptible by commer- 
cial orders, and is usualh sold to 
small-budget t\ advertisers who 
sometimes grow to become large, 
regular-schedule advertisers in the 
medium." 

Although siations have traded 
blocks of unsold time for everything 
from mobile units to hotel suites 
for executives attending conven- 
tions, the most-sought-after items, 
according to Halpern. are still "pro- 
grams and pri/es." Together, thev 
account for as much as 50 f > of 
the total items for which stations 
enter into barter arrangements. 




Bovd Mnllins of CBS Films' San Francisco office (center) receives 
a $500 l'.S. Sa» incs Bond from flic s> ndicution firm's administratis c 
».p., Sam Cook Digges (left), vthile president Merle S. Jones beams 
approval. Mnllins WB* cited for scoring "The Most Creative Vile of 
1^63" sit CBS Films, ii «1 received Iris ;i«ard during the firm's ret rut 
animal sales meeting. Miillitis' a«ard-« inning sale: ** Vinerica!" — nc« 
first-run CBS Films half-hour entr* — to California (lil for 22 marks ts. 
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NATIONAL FILE 



ADVERTISERS 

James Barrett, former account 
executive for Allercst and Coldene, 
and Alan Pesky joined Papert, 
Koenig, Lois, New York. Pesky 
was an account executive for 
Breakstone Foods division of Na- 
tional Dairy Products Corp. and 
for Jack Frost and Quaker Sugars 
of National Sugar Refining Corp. 

Arnold D. Btirk named execu- 
tive assistant to the president of 
United Artists Corp. For the past 
four years he was executive assist- 
ant to the vice president, Robert F. 
Blumofe, in charge of west coast 
operations. Albert R. Glanbinger, 
UA Philadelphia branch manager 
since 1958, named Central Divi- 
sion manager replacing D. J. 
Edele, who has joined Embassy 
Pictures. 




YOU SHOULD HEAR 

Robert I,. Whitaker, Executive Vice 
President of WIUIX, Mt. Vernon, Illi- 
nois, snys: "We made two specific sales 
with the sponsor- product jingles, one to 
an area Ford Dealer who, by the way, 
was already a regular newscast sponsor 
on our station, hut who uses the jingle 
for an additional spot schedule, and one 
to the First National Bank of Mt. 
Vernon." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 




Ellis 



William Ellis, 
Jr., appointed 
advertising man- 
ager of Sentry 
Insurance, Stev- 
ens Pointy Wis. 
Since joining 
the firm in 
1953 he served 
a s advertising 
media manager 
and publica- 



tions manager. He succeeds H. K. 
Manske, who was named director 
of corporate relations. 

John S. Coerne promoted to ad- 
vertising manager of Seaboard Fi- 
nance Co., headquartering in Los 
Angeles. He joined the company in 
1959 as merchandising manager. 



Richard W. 
Lueking ap- 
pointed vice 
president in 
charge of ad- 
vertising for 
Eastern Air 
Lines. Prior to 
this he served 
as manager of 
promotion de- 
velopment for 
Cincinnati. 




Lueking 
Proctor & Gamble 



Gabriel S. Carlin appointed vice 
president for marketing for Savin 
Business Machines Corp., New 
York. He was formerly general 
manager of Xerox Processing Lab- 
oratories and Xerox Reproduction 
Service Centers. 

Norman M. Sperling appointed 
advertising and sales promotion 
manager of Mallory Radall Corp., 
Brooklyn. Previously, he was as- 
sistant advertising director of 
Swingline, Inc., Long Island City. 

Wallace E. Williams named vice 
president for branch administration 
of United States Plywood Corp. He 
succeeds J. D. Kayne, who resigned 
to go into private business. Harry 
Ryback replaces Williams in his 
former capacity as manager of the 
company's northwestern division, 
San Francisco. 



A. A. Cross and Fred H. Lonne- 

nian appointed regional sales man- 
agers of the northwest region, head- 
quartering in Minneapolis, and the 
midwest, headquartering in Chi- 
cago, for Durkee's Grocery Prod- 
ucts Division. Gross served in the 



same capacity in Chicago for tl 
past four years. Previously Lonru 
man was sales manager of Streat© 
Read Sale? Co., Streator, 111. 

Arnold Kiczales, advertising at 
count manager of the Linde ilk 
sion of Union Carbide Corp, elfc 
ed president of the Association I 
Industrial Advertisers, New Yor 
chapter, for 1964-65 fiscal yea 
Fred Heigl, account executive wit 
G. M. Basford Co., Robert Parid] 
head of advertising and promlM 
of the Enjay Chemical Co. a aa 
Fred Poppe, president, Complfi 
Inc., division of deGarmo, eleete 
vice presidents of association- Wi 1 
ter Preston, account executive wk 
J. M. Mathes, Inc., elected Iris 
surer. John Bicking, chemicals at 
vertising manager of U. S. 
Chemicals Co., National DistiHen 
and Chemicals Corp.. elected sm 
retary. 

J. Edgar Bennett, Manual Iftjfll 
len, and Lewis G ruber named; ^Suj 
ecutive vice president for opera 
tions, executive v.p. for sales lift 
advertising, and honorary eWi 
man, respectively, of P. Lorillan 
Co. Gruber was formerly chaifipai 
of the board from 1959 Und Jgib 
to that the company's president 
Since joining the company in 1133 
Yellen served as vice president am 
a director. Bennett joined Loriltefi 
in 1945. 

Edward A. More, former direc 
tor of advertising, now assistant 
vice president - marketing, IPf 




Afore 



WilluuM 



James R, Williams named genera 
advertising manager for Formic: 
as manager of promotional sertieer 
since 1962. 

Charles C. (fliricn named mar 
ket development manager of mM 
products for Zenith Sales C&if 
Since joining parent Zenith 
Corp, in 1956 as a district sale* 
representative, lie Iras served m 
manager of marketing for heaffet 
aids and director of development© 
hearing aid dealer sales program 
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AGENCIES 



Edwin I'. Baker, a chartered ac- 
•ountant. appointed director of 
i rant Advertising I td., London 
A n e xecu t i v e 
with Grant since 
1953, he most 
recentK handled 
special assign- 
ments outside 
the United King- 
dom, and was 
responsible for 
setting up inter- 
im! accounting 
/*</*< r procedures in 

he Grant offices of London, Bom- 
Jay, Calcutta, Karachi, Hong Kong, 
ape town, and Johannesburg. 

j .Micliael Daiivln, Jr., and Wil- 
tam J. Orrok joined Cabot & Co. 
Joaon, as copywriters. During the 
•ust 15 years Danyla was a copy- 
writer for newspaper, radio sta- 
ions, commercial and industrial 
irms. and most recently for BBDO. 
leveland and Boston. For the past 
ao years Orrok was a print and 
roadeast copywriter for BBDO, 
'ew York. 




Olis I.. Hubbard, Jr., icjoiiivd 
\eedham. I ouis k Biorhv as vice 
president in charge ol development 
I le was original!) with the agenc\ 
from l95iS-f>2, handling account 
and new business assignments. 
During the interim tie was with 
\Ie( aim I rrekson, ( ' h i c a g o, as 
senior vice president 

Donald II. Iloekciistein named 
vice president of I ark" I udgin A. 
Co., Chicago. I le is director ol ra- 
dio tv production. 

Andrew C. Isaacson named vice 
president and creative director of 
Ketchum. MacLeod & Grove. N'evv 
York. Formerly he was with Ken- 
yon & Hckhardt. vv here he super- 
vised a copy group on the Ford 
corporate account, a number of 
McKesson A: Bobbins liquors and 
Nabisco dog foods. 

Charles S. Grill, a former Ad- 
miral Corp. executive, appointed 
national advertising manager. 

Irving Orenstein join c d the 
copyvv riling staff of Philip Klein 
Advertising. Philadelphia. Prior to 
joining the agency he was mer- 



tJiandisiiir and pioniolnon ni.iiia r 
at \\ eiclitiuan. Iik 



( "oUiftgjw nod 
.1. I larris c kcttd 
v ice president ol 
KudiK r Age i lev 
\tw ^ ork I k 
joined kiubur a 
\i. ar ago, as ae 
count e\ecutiu 
on the Svlv.mia 
I led ne I'pul 
Uvts I iglitmg I )i- 
v ision. 




Itisrni 



William .1. Brewer elected \ ice 
president and named bead of the 
radio tv department of I'otts- 
Woodhurv. Kansas Cits, Mo. Prior 
to joining the agency in as 
a radio and tv account director, 
he was associated with kVOA I uc- 
son. Bill Smith, former broadcast 
media supervisor, named radio tv 
account director. Jack Schroedcr 
promoted from assistant director of 
marketing research to broadcast 
media supervisor. He came to 
Potts-Woodburv th ree \ears ago 
from the Remington-Band Corpo- 
ration. 




SPRINGTIME 

a nyti me is 
good for sales 

We serve 

a one and one-half Billion 
Dollar Retail Sales Market 



JACKSON, MISS. 

WJTV-12 * WLBT-3 
Katz Hollinbery 



Harvey N. Volkmar joined Ted 
Bates & Co. as account supervisor 
on the Fleischmann Distilling Corp. 
He comes to Bates after five years 
with Compton Advertising. Wil- 
liam E. Burkhart, Jr. continues as 
nn account executive on Fleisch- 
mann. 

George I). Lorey appointed vice 
president of Galvin-Lane-Farris- 
Sanford Advertising Agency. He 
was formerly vice president of 
Potts-Woodbury Advertising. 

Mark Forbes joined Mogul Wil- 
liams & Saylor as an account ex- 
ecutive on the Econo-Car Auto 
Rental System account. Previously 
he was advertising director for 
Lane Bryant stores, advertising and 
sales promotion manager for John 
Irving Shoe Corp. 

Anthony Widmann joined Doher- 
ty, Clifford, Steers & Shenfield, Inc., 
New York, as a vice president and 
account supervisor. He comes to the 
agency from MacManus, John & 
Adams. 

Eugene S. Schuesslcr joined Rob- 
ert A. Becker, Inc., as an account 
Executive. He was formerly direc- 




YOU SHOULD HEAR 

Michael O. Lareau, Radio Station Man- 
ager of WOOD, Grand Rapids, Miclii- 
jjan, .says: "/'/;; sure ihal you'll he 
pleased to hear that in the first month 
of our use of the CMC Moneymaker 
Service, we have almost had enough 
sales to pay for the service . . . Keep 
the good materials coming." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 



tor of product advertising for Ethi- 
con, Inc. 

Harold J. Salenison joined Ro- 
bert S. Taplinger Associates as an 
executive on the Better Living Cen- 
ter account at the World's Fair. 
He was formerly a publicity exec- 
utive with Embassy Pictures Corp. 

Peg Ifarri.s joined Redmond & 
Marcus as media director. Former- 
ly, she was media director at Guild, 
Bascom & Bonfigli, San Francisco. 

Gene Del Bianco joined Harold 
Cabot & Co., Boston, as an account 
executive. Formerly with several 
Boston and New York advertising 
agencies. 

Jim Johnston 

named creative 
supervisor a t 
Tatham - Laird, 
Chicago. Jerry 
Birn, Bob Bas- 
sindale, Bill 
Ewart promot- 
ed to creative 
director, copy 
chief, and cre- 
ative supervis- 




Johnston 
or, respectively. 



Bernard A. Sweet, formerly ac- 
count executive and copy chief at 
George J. M. Riseman, Inc., Boston, 
joined Donald A. Hodes Advertis- 
ing, Inc., Worcester, as an aecount 
executive. 

David S. Garland appointed crea- 
tive director of Reilly, Brown, Tap- 
ply & Carr, Inc., Boston. He previ- 
ously served as creative art direc- 
tor of Harry M. Frost Co., Inc. 

Gary L. Pudney joined Compton 
Advertising, New York, as execu- 
tive producer in tv programing. He 
comes to the agency from Young 
& Rubicam where, for the past two 
and half years, he was account 
executive in radio/tv department. 

Robert E. Griffin elected vice 
president of Harold Cabot & Co., 
Boston. He has been with the firm 
14 years. His father, the late George 
R. Griffin, helped start the firm 
with its founder, Harold Cabot, Sr. 

Richard J. Frank appointed ac- 
count executive of Richard K. Man- 
off Inc.. New York. Two of Iris ac- 
counts will include Whitehall Labs 
and Lehn & Fink Products Co. Pri- 
or to joining the agency he was pro- 
duct manager at the Block Drug Co. 
and handled such accounts as Nytol 
Sleeping Tablets. Pycopay Tooth 
Brushes and Tegriil Ointment. 



TIME/buying & selling 



Gerald J. McGavick, Jr., ap 

pointed sales aecount executive foj 
Metro TV Sales, He Comes tp 
Metro from Venard, Torbet & Me- 
Connell. where he served as tv I 
count executive for three years,. 



Robert J. lid 

appcoB 
ed sales mm 
ager of AM I 
dio Sa 1 e s C 
Chicago, Pri© 
to joining fh 
company fi 
1959 he was as 
sociated with tv. 
sales for NBC 




McCarthy 



Aubrey Holman and Richard J 
Waller joined New York sales s*a* 
of TvAR. For the past three yeaic 
Holman served as assistant mfim 
manager for KYW-TV ClevetoU 
Waller comes to TvAR after two 
years as an aceount executive with 
Metro Television Sales and Tijnjs; 
Mirror Broadcasting. 

Stephen Ci 
Meterparel ap 

po in ted JT 
England man- 
ager for fiastr' 
man Co. Jfei 
was formerly an 
account execu- 
tive with Wm 
Radio, Boston,* 

He is a nientter 
Meterparel of the Bq% ^ q{ 

Directors of the Brookline Hos- 
pital Associates and the Standing 
Committee of the Boston Latifl 
School. 

Marty Brown, a member of ttl# 
Adam Young New York tv sate 
staff, transferred to its Chicago of- 
fice. Prior to joining Adam Yo»0j 
in 1963 he sold tv time with 
O'Connor, New York. 

Irwin W. Uiigcr, named midtfsi 
vice president of Select Station Rfp- 
resentatives. New York. He w^l- 
viousjy manager of the midwest divi- 
sion. 




Fred L. Nettere, general iaje? 
manager, ABC-TV Spot Sales, m 
elected a vice president, it was M- 
notmced by James E. Conle-y, pre 
dent. ABC Television Spot 1*4 
Inc. 
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fV MEDIA 



I' rnlri A. I .otridge named to the 
ublic affairs and news staff of 
WAR Television and Radio Nor- 
olk iis new » editor. Don Kno\ also 
tanicd as producer director of the 




LiHridtH' Knox 



Norfolk station. Previously he 
/orked as director at WGBH-TV 
teton. Lot rid i;e came from KHOU- 
V Houston where lie served as di- 
octor of public affairs and service. 

i Jack \V. Iliicstoii joined the sales 
Uff of WJIM-TV Lansing. He 
vas formerly manager of the sales 
nd marketing office of the Out- 
door Advertising Association of 
4khigan. 

Stanhope (,'tmkl named execu- 
tive; Hews producer of WBBM-TV 
liicago. Prior to this he was super- 
ising news and assignment editor. 
;»I«ric>n Kdelstein will succee d 
•ould as assistant assignment cdi- 
WL He came to WBBM-TV from 
he Metropolitan Sanitary District, 
*herc he was public information 
•tfiicer. Frank Dab named sales re- 
iearch manager of the station. He 
formerly worked in market develop- 
beafi for Lockheed Aircraft Corp. 

Thuings Chismaii, president and 
eneral manager of WVEC-TV 
•.'orfolk, elected chairman of the 
oard of governors. ABC-TV Af- 
1 1 'ales Association. Other officers 
leeled were: Herbert Calian. gen- 
ra| manager. VVJZ Baltimore, vice 
hairnian; Burl Ludow, station 
lanager, KTVK Phoenix, sec re - 
iry: Roln'rt YVregand, i» c n e ra I 
lanager. WTVN-IV Columbus, 
pi surer. 

1 Lee IlurriK named public affairs 
■rector of KBTV-KBIR Denver, 
rior to joining the station one year 
■a he was uith W HO Radio* TV 
W Moines for nine years. 

Ihomas |.\ ,\Iurpli\, former!) as- 
stftnt to the business manager, pro- 
wled to business manager of 
'FBG-AM-FM-TV Altoona. Pa. 

'Qmm I April 77, 1964 



He came to the station in l ( >59 from 
M k M Accounting Co., Altoona. 

James ('. Hull elected president 
of the Acadian I clcv ision Corp. lie 
is president of All American Assur- 
ance Co. and All American Center 
of I afayctte. 

Bob Oliver named operations and 
program manager at WI I l-'l V Mil- 
waukee. For the past three \cars 
he has been assistant program direc- 
tor at WJBK-'I V Detroit. At WI I I- 
TV he succeeds Dean McCarthy 
who was appointed program direc- 
tor of WJBK-TV. 

Conrnd KMininski. assistant pro- 
motion manager, named promotion 
manager at WITI-TV Milwaukee. 

Beiijaiuiii R. Okulski, sales serv- 
ice traffic manager for W ABC-TV 
New York, appointed account exec- 
utive of the tv sales department. 
Since joining the station in 1957 
he has served as account executive 
in charge of the political unit and 
special projects and as national 
sales coordinator. 

Donald M, Hess named assistant 
promotion director of WTOL-TV 



I oledo. He vv.is former l\ .ism t.mt 
public relations director at the Vi 
Iion.il I uh.Uige ( Inh, I oledo. .md 
has lecenth been iIim.Ii.ii eed honi 
uulitarv seivice at I ort I u', V a 

Joseph K: Mikita c lee toil to the 
board of Croup W ( \\ cstmghousc 
Broadcasting Co.) and piomoicd 
to v iu' presi 
dent, tin. nice 
and admiiiistr.i 
Hon. I le was for- 
mcrh v ice presi 
dent. Im. nice, loi 
Croup YA , .md 
his background 
includes s u e h 
p o s i t i o ns in 
broadcasting as 
comptroller and 
treasurer for Capital Cities I de- 
vision Corp. Herman \\ , Land 
named to the newly created position 
of director of corporate projects for 
Group W. Since joining the com- 
pany in 196 1 he was responsible 
lor the development of the coin- 
pan \'s theater- 1 V project. Prior to 
that he spent two and a half wars 
as director of public relations and 
special projects for Corinthian 
Broadcasting Corp. 




\likua 



with a properly conceived, strategically placed Service-Ad 




selling by helping people buy 



RADIO MEDIA 

Frank Tonilinson appointed news 
director of WJR Detroit. He has 
been a news editor on the station's 
staff since June 1959. and replaces 
George Kendall who recently re- 
signed. 

Christopher Glenn joined WN- 
EW New York as a writer-reporter. 
He comes from WICC Bridgeport, 
Conn. 

Erik Smith appointed to the pro- 
motion, publicity and research de- 
partment of WJBK Detroit. 

.lack Magan named account ex- 
ecutive at WNEW New York. He 
eamc to the station after serving as 
an account executive at WINS, 
WNBC and Avery-Knodel, all New- 
York. 

Carl George, vice president and 
general manager of WGAR Cleve- 
land, appointed to the executive 
committee representing radio sta- 
tions affiliated with the NBC. He 
succeeds Thomas Barnes, executive 
vice president and general man- 
ager, WDAY Fargo. 




YOU SHOULD HEAR 

Robert >V. Erickson, General Manager 
of KOKX Radio, Keokuk, Iowa, says, 
"7 he jingles cut for .specific accounts, 
such as Goodyear, and the jingles for 
a particular product give the transcrip- 
tion package a note of utilty that 1 am 
confident will pay off in increased 
sales." 

Hear "MONEY MAKER" 

Call Dallas Collect 214 748-8004 

COMMERCIAL RECORDING CORP. 



Otto Goessl 
appointed local 
sales manager 
of WT1X New 
Orleans. Prior 
to joining the 
^ Louisiana sta- 
, tion three years 

I ll 11 8 ° ' h c w a s 

II M " ' - ' with KELP Ra- 

; d i o / T V El 

Paso as pro- 
graming advertising manager. 




G oessl 



C. L. Thomas resigned as gen- 
eral manager of KXOK St. Louis. 
In 1960 KXOK was sold to Storz 
Broadcasting Co. Jack S. Sampson 
takes over as vice president and 
general manager. He joined WHB 
Kansas City, in 1954 and has since 
served as general manager of 
KOMA Oklahoma City and later 
as vice president. Bud W, Connell 
named station operations manager. 
He served the station as program 
director since 1961 . 

George Goldman appointed man- 
ager of Peters, Griffin, Woodward's 
radio office, San Francisco. He 
eame to the company from KEWB 
where, for four years, he was sales 
and promotion executive. 

Jack M oys 

named vice 
president of 
KPOJ Port- 
land, in charge 
of sales. He 
eame to the sta- 
tion in 1946 as 
an announcer 
and has since 
served as pro- 
duction man- 




Moys 



ager, program dircetor, sales pro- 
motion manager, and general sales 



Judy Grove named KCBS San 
Francisco program publicity assist- 
ant. Working previously as a cam- 
pus correspondent, she submitted 
a weekly column on social and 
academic activities on the Davis 
campus. 



1) a v i (1 W . 

S in a I I named 
sjeneral man- 
ager of KBGO 
W a c o . T e x . 
For m e r 1 y he 
was w 1 1 h the 
sales depart- 
ment of K 1 L T 
Houston. 




Tom Evans named public sorv 
ice director of WCOP-AM-M 
Boston. He has been with the si 
tions the past eight years. 

Paul Bragg, formerly at KUi 
Wcnatchcc, Wash., joined KXF 
Aberdeen, Wash., as assistant Trial 
ager. 

SYNDICATION 
& SERVICES 

J e r;om# 
Vragel appotiff, 
ed special Mi 
tant to thepres 
dent of Neodifl 
Services, 
New Yftfl 
which is a jog 
enterprise: ( 
quire, Inc.. Ifflj 
A. C. Nickel 
Co. Chicai| 
with headquarters in Boulder, Qaio 
For the past four years he 
publications specialist for BI 
Service Co. 

Eugene H. Yates appointed to ! 
rector of research of the Bote! 
Purchase Advertising Institute, Jj| 
York. He comes to the institu, 
from Bennett-Chaikin where he Wl) 
general manager and research !i 
rector. 

William Hillpot joined tew 
Feld, Ltd., New York, as »llil§ 
sales manager. Most recently 
tive in the "industrial film and 
film syndication field, he will di 
rcet and coordinate eompany/% ST 
half-hour radio dramas, now ir 
U. S. syndication. 




Small 



Peter Can, western arid • 
western sales manager of D;e#t 
Sales, transfered to the Desilu Sale?! 
International Division. Jerry QJ 
and Hurley Graffius appointee 
western sales manager and south 
western sales manager, respectively 
Lee was previously with MCA-T\ 
for six years. During the past tw*. 
years Graffius served as business m 
fairs director with Desilu. 

Daniel B. Schuffiuan* program 
manager of WBKB Chicago, HP 
pointed vice president in charge o 
the entertainment divisions of tat! 
H. M. H. Publishing Co., published 
of Playboy and Playboy Clubs In 
tcrnationai. He has previously bi» 
connected with the magazine as pro 
duecr-dircctor of "Playboy's Peat 
house," nationally syndicated m 
show. 
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Chicago-first, among all U.S. cities, in building giant 
new skyscrapers for people to work and live in. 

Chicago's WGN Radio — first of all radio stations in Mid -America 
in homes reached — because it offers far greater coverage of 
skyscrapers and everything else that interests people. 



WGN 
IS 

CHICAGO 

the most respected call letters in broadcasting 




THE DEVIL'S DISCIPLE 



EiHk 




